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PERIODICAL  NEWSPAPER 


At  the  heart  of  the  new  Gannett  Newspaper  Division 
Principles  of  Ethical  Conduct  for  Newsrooms  is  our 
commitment  to  Seeking  and  Reporting  the  Truth  in  a 
Truthful  Way. 

These  points  underscore  that  basic  Principle: 

•  We  will  dedicate  ourselves  to  reporting  the  news 
accurately,  thoroughly  and  in  context. 

•  We  will  be  honest  in  the  way  we  gather,  report  and 


present  the  news. 

•  We  will  be  persistent  in  the  pursuit  of 
the  whole  story. 

•  We  will  keep  our  word. 

•  We  will  hold  factual  information  in 
opinion  columns  and  editorials  to  the  same 

I  standards  of  accuracy  as  news  stories. 

\  •  We  will  seek  to  gain  sufficient  under- 

\  standing  of  the  communities,  individuals 
\  and  stories  we  cover  to  provide  an 
\  informed  account  of  activities. 


Our  Guiding 
Principle: 
Seeking 
the  Truth 


These  points  guide  news  people  at  our  73  community 
newspapers  in  the  pursuit  of  truth  on  behalf  of  readers. 
Coupled  with  the  other  key  Principles,  they  help  set 
high  standards  and  practices  in  our  newsrooms  and 
assure  the  public  that  we  take  these  standards  and 
\  practices  seriously. 
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Cox  to  recognize 
domestic  partners 

Cox  Enteqjrises  Inc.  will  offer  medical 
and  dental  coverage  to  the  same-sex  or 
unmarried  partners  of  employees  at  all  its 
businesses,  an  Atlanta  Journal-Constitu¬ 
tion  spokesman  announced  at  the  opening 
of  the  National  Lesbian  and  Gay  Jour¬ 
nalists  Association  (NLGJA)  convention  in 
Atlanta  Sept.  16. 

Booker  T.  Izell,  the  newspaper’s  vice 
president  for  community  relations  and 
diversity,  said  Cox  considers  domestic- 
partner  benefits  a  way  to  compete  with 
other  businesses  for  the  best  employees. 

Izell  said  the  domestic-partner  benefit, 
which  will  begin  Jan.  1,  is  not  expected  to 
be  costly  to  the  media  chain:  “We  expect 
it  to  be  pretty  much  a  wash.” 

Cox  Enterprises’  announcement  adds 
about  177  workplaces  to  the  relatively 
short  list  of  media  companies  that  offer 
domestic-partner  benefits,  said  Sherry 
Boschert.  who  tracks  the  issue  for  nlgja. 

To  gay  and  lesbian  employees,  domes¬ 
tic-partner  benefits  are  a  matter  of  “fair¬ 
ness  and  equity,”  nlgja  President  Karen- 
Louise  Boothe  said.  “There’s  a  sort  of 
untallied  benefit  for  the  employer,  too, 
and  that  is  that  the  company  is  saying  that 
its  newsroom  is  safe,  its  workplace  is  a 
safe  place  for  people  to  work  regardless 
of  sexual  orientation.”  she  added. 

—  Mark  Fitzgerald 

Changing  of  the 
agrarian  guard 

In  eastern  Wake  County,  N.C.,  where 
tobacco  farmers  are  king  and  their  suc¬ 
cess  is  big  news,  having  a  newspaper 
named  the  Gold  Leaf  Farmer  did  not 
seem  unusual  for  local  readers,  who  glad¬ 
ly  perused  its  pages  each  week  for  news 
and  information  about  the  towns  of 
Wendell  and  Knightdale,  N.C. 

But.  in  more  recent  times,  executives  at 
Gold  Leaf  Publishing  said  the  weekly 
paper’s  name  had  become  a  bit  dated  for 
the  area,  which  they  said  has  grown  beyond 
its  tobacco  roots  to  become  a  modem  com¬ 
munity  with  new  and  diverse  businesses. 

In  an  effort  to  update  to  a  more  pro¬ 
gressive  image,  the  publishers  got  rid  of 
the  Gold  Leaf  Farmer  and  replaced  it 
with  two,  new  weekly  papers  covering 
the  same  two  towns  —  The  Wendell 
Clarion  and  The  Knightdale  Times. 

“The  old  name  didn’t  reflect  the  towns 

6 


anymore,”  said  publisher  Marty  Coward, 
who  noted  the  area’s  once-booming  string 
of  eight  tobacco  warehouses  had  dwindled 
to  two  in  the  past  decade. 

Dena  Heights,  editor  of  The  Wendell 
Clarion  and  a  former  reporter  for  the  Gold 
Leaf  Farmer,  said  the  old  name  had  strong 
history,  but  also  some  confusion. 


^UOTE  of  the  WEEI^ 

“The  very  role  of  being  an 
editor  is  kind  of  a  Chinese 
water  torture,  slowly  driving 
an  otherwise  sensible 
person  insane.” 

—  Joe  Munich, 
reporter  (p.  62) 


“We  were  having  trouble  in  marketing 
because  some  people  thought  we  were  an 
agricultural  newspaper  instead  of  a  regular 
newspaper,”  said  Heights.  “There  are  some 
who  were  attached  to  the  name,  but  I  think 
most  people  like  having  the  town’s  name 
in  the  newspaper.”  —  Joe  Strupp 

The  Times  boasts 
its  New  York  style 

When  it  comes  to  great  newswriting, 
few  can  match  The  New  York  Times.  And 
when  it  comes  to  praising  itself,  few  can 
match  The  New  York  Times  promotions 
department. 

In  a  recent  edition  of 
“Inside  The  New 
York  Times,”  the 
newspaper’s  home 
subscriber  news¬ 
letter,  editors  an¬ 
nounced  they  will 
soon  publish  a  new 
edition  of  the 
Times'  “Manual  of 
Style  and  Usage”  — 
the  first  revised  ver¬ 
sion  in  23  years. 

In  its  lengthy 
pitch  for  the  new 
manual,  the  news¬ 
letter  described  it, 
among  other  things, 
as  “a  godsend  for 
writers  everywhere.”  The 
same  piece  also  noted  that  some  readers  of 
the  Times  “see  the  paper  as  the  last  bastion 
of  unadulterated  English”  and  stated  that 
“The  Times  should  read  like  a  letter  to  an 
urbane  and  literate  friend.” 

“I  guess  it’s  a  little  boastful,”  said  T.J. 
Snyder,  a  publicist  for  Times  Books.  “But 
people  in  the  industry  have  a  level  of 
expectation  with  the  Times',  it  is  the  paper 
of  record.”  —  Joe  Strupp 


AJC  gets  Olympic 
bid  documents 

After  suing  The  Atlanta  Journal- 
Constitution  to  keep  private  documents 
related  to  Atlanta’s  bid  for  the  1996 
Olympics,  the  Georgia  Amateur  Athletics 
Foundation  (GAAF)  gave  up  Sept.  16  and 
promised  to  release  the  papers. 

The  effort  to  get  the  Olympic  bid  docu¬ 
ments  was  an  unusual  public-records  case 
in  which  the  newspaper  was  supported  by 
Georgia  Attorney  General  Thurbert  Baker. 
In  May,  Baker  sent  a  letter  to  the  GAAF 
demanding  the  documents.  The  GAAF 
sued,  hoping  a  judge  would  back  its  claim 
that  it  is  not  subject  to  Georgia’s  tough 
Open  Records  Law.  The  newspaper 
countersued  and  was  joined  by 
Baker. 

At  issue  were  eight  boxes  of  doc¬ 
uments  that  the  Journal-Constitu¬ 
tion  described  in  a  Sept.  1 6  article 
as  “the  more  salacious  dossiers 
compiled  on  the  lOC  [Inter¬ 
national  Olympic  Committee] 
members  as  well  as  notes  written 
by  Atlanta  hostesses  and  drivers 
about  their  guests.” 

Just  as  Salt  Lake  City’s  Olym¬ 
pics  organizing  committee  has 
come  under  fire  for  giving  $  1 .2  mil¬ 
lion  in  cash  and  scholarships  to  lOC 
members  in  hopes  of  landing  the 
2002  Winter  Olympics,  Atlanta’s 
1996  bid  is  being  scrutinized  for  its 
lavish  spending  on  Olympic  deci¬ 
sion-makers.  In  a  report  to  Congress  Sept. 
1 6,  the  Atlanta  committee  conceded  that  it 
bought  extravagant  gifts  and  hosted  shop¬ 
ping  sprees  for  IOC  members.  However,  the 
committee’s  attorney,  former  U.S.  Attorney 
General  Griffin  Bell,  contended  the  “At¬ 
lanta  group  were  neophytes”  caught  up  in  a 
system  that  “encouraged  a  practice  of  lob¬ 
bying  IOC  members  in  which  excess  was 
inherent.”  —  Mark  Fitzgerald 
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and  can  almost  always  be  open  to  dispute. 

“I’m  reminded  of  the  old  line,  ‘Figures 
don’t  lie,  but  liars  figure,’”  said  Anthony 
Mancini,  a  former  New  York  Post  reporter 
and  professor  of  journalism  at  Brooklyn 
College  in  New  York.  “I  am  suspect  of  the 
whole  process  of  statistic-based  stories.  It 
is  dangerous  for  newspaper  people  to 
think  of  themselves  as  mathematicians.” 

Mancini  said  he  advises  reporters  to 
focus  more  on  the  human  side  of  any 
story,  even  something  like  a  district  attor¬ 
ney’s  effectiveness,  because  numbers 
don’t  always  take  into  account  a  city’s 
nuances  and  differences  from 
neighboring  areas.  He  said  a  story 
that  looked  at  Hallinan’s  overall 
record  of  convictions  and  diversion 
— programs  might  be  more 

■  appropriate. 

“Otherwise,  you 
drain  a  story  of  its 
most  telling  aspect, 
the  human  element,” 
he  said.  “The  flesh  and 

George  Harmon, 
news/editorial  chair  at 
the  Medill  School  of 
Journalism  at  North- 
western  University  out- 
side  Chicago,  also 
cringed  at  the  notion  of 
using  statistics  too  often. 

“On  a  long-term  basis, 
it  is  probably  the  largest 
single  abiding  problem  for  Journalists,”  he 
said.  "They  are  more  often  a  stumbling 
block.” 

But  Harmon  said  that  does  not  mean 
statistic-based  stories  are  not  useful. 
“They  are  a  valuable  asset.”  he  said. 

Other  news  veterans,  such  as  editor  Doug 
Clifton  of  The  Plain  Dealer  in  Cleveland, 
agreed.  He  said  the  Chronicle  approach  was 
a  fair  method  because  it  compared  Hallinan 
and  San  Francisco  to  other  counties  using 
the  same  approach  to  the  data. 

“A  statistical  analysis  of  a  prosecutor’s 
performance  seems  to  be  a  good  thing  to 
do.”  he  said.  “You  have  to  make  the  com¬ 
parisons  as  even-handed  as  possible.  If  you 
do  that,  it  is  a  good  weapon  in  the  arsenal.” 

Chronicle  managing  editor  Jerry 
Roberts  agreed  that  statistical  stories  can 
be  misleading  if  they  are  not  carefully 
pieced  together. 

“There  is  a  danger  if  you  do  a  quick- 
and-dirty  Job  and  don’t  subject  it  to 
scrutiny,”  he  said.  “But  it  remains  a  good 
tool  for  going  beyond  the  anecdotal  to 
provide  evidence.” 


Was  the  San  Francisco  D.A.’s  record  misrepresented? 

by  Joe  Strupp 


hundreds  of  hardened  criminals  are 
going  unpunished  on  Hallinan’s  watch,” 
said  the  Guardian  story,  by  reporter  A. 
Clay  Thompson.  “In  fact,  the  paper  has 
vastly  inflated  the  number  of  cases  that 


When  the  San  Francisco  Chroni¬ 
cle  reviewed  the  record  of 
District  Attorney  Terence  Halli¬ 
nan,  who  is  facing  re-election  in 
November,  the  newspaper  zeroed  in 
on  Hallinan’s  conviction  rate  —  one 
of  the  most  telling  statistics  of  a 
prosecutor’s  effectiveness. 

On  the  face  of  it.  the  district 
attorney’s  record  looked  poor, 
according  to  a  lengthy  Chronicle 
story  by  veteran  reporter  Bill 
Wallace  that  ran  Sept.  2.  Wallace 
wrote  that  Hallinan’s  conviction 
rate  was  a  dismal  32%,  a  far  cry 
from  the  state  average  of  68.5%. 

The  piece  also  compared  Halli¬ 
nan’s  numbers  individually  against 
other  large  California  counties, 
such  as  Los  Angeles  and  San 
Diego,  which  boasted  rates  of  69% 
and  59%.  respectively. 

“Hallinan  ranks  dead  last  among 
California’s  58  county  prosecutors, 
article’s  lead  stated,  "winning  convic¬ 
tions  in  less  than  a  third  of  the  criminal 
cases  lodged  with  his  office  last  year.” 

But.  while  the  piece  drew  praise  from 
some  for  laying  out  Hallinan’s  record  for 
scrutiny,  it  also  raised  complaints  from 
others  who  accused  the  Chronicle  of  fail¬ 
ing  to  tell  the  entire  story. 

Among  the  critics  was  the  alternative 
San  Francisco  Bay  Guardian,  a  Hallinan 
supporter,  which  published  a  counter¬ 
attack  in  its  Sept.  8  issue  that  blasted  its 
daily  competitor  for  basing  its  story  on 
the  number  of  convictions  vs.  the  number 
of  arrests. 

That  ratio,  the  Guardian  contended, 
does  not  take  into  account  variables  such 
as  cases  the  district  attorney  chooses  not 
to  prosecute  and  cases  that  are  subject  to 
other  programs,  including  mediation, 
drug  courts,  and  community  service.  The 
alternative  newspaper  argued  that  the 
conviction  rate  should  be  based  solely  on 
those  cases  that  are  brought  to  trial,  a  sta¬ 
tistic  that  would  give  Hallinan  a  convic¬ 
tion  rate  of  90%  for  1998. 

“The  Chronicle  story  suggests  that 


Halliiran's  Record  V 

-S3  DA  falls  short  on  pledge  to  q 


The  Guardian  swipes  at  a 
Chronicle  investigation. 


fall  through  the  [district  attor¬ 
ney’s]  net.” 

The  Chronicle's  Wallace  —  whose 
story  also  examined  several  individual 
cases  to  show  how  defendants  avoided  Jail 
time  or  stiffer  penalties,  and  stated  that 
Hallinan  has  a  higher  conviction  rate  once 
cases  get  to  court  —  defended  his 
approach,  saying  the  methodology  used 
was  fair. 

“No  one  has  said  the  statistics  are 
wrong.  Just  that  I  misinterpreted  them,” 
said  Wallace.  “It’s  clear  that  they  don’t 
understand  the  numbers.” 

But  Thompson  said  the  interpretation 
is  key,  especially  when  the  district  attor¬ 
ney  is  employing  other  methods  of  dis¬ 
pensing  with  cases. 

“[Wallace]  didn’t  go  in-depth  on  what 
they  [the  numbers]  meant,”  he  said. 

The  San  Francisco  situation  highlights 
one  of  the  trickiest  areas  of  Journalism  — 
the  use  of  statistics,  which  both  readers 
and  reporters  have  long  described  as  use¬ 
ful,  but  dangerous.  Veteran  Journalism 
observers  said  the  Chronicle  story  and  the 
ensuing  debate  over  its  methods  show  that 
crunching  numbers  must  be  done  carefully 


8 


EDITOR  &  PUBLISHER  '  SEPTEMBER  18.  1999 


www.mediainfo.com 


NbWS 


Honolulu  paper  to  fold 

Afternoon  Star-Bulletin  breathes  its  last  Halloween  Eve 


by  Lucia  Moses 

Citing  declining  circulation  and  rev¬ 
enues.  Liberty  Newspapers  Ltd. 
announced  Sept.  16  it  will  stop 
publishing  its  afternoon  Honolulu  Star- 
Bulletin  Oct.  30. 

The  move  ends  Liberty’s  joint  operating 
agreement  (JOA)  with  the  Gannett  Co.  Inc.- 
owned  morning  Honolulu  Advertiser.  The 
JOA  was  scheduled  to  expire  in  2012.  The 
Star-Bulletin's  Web  site,  starbulletin.com. 
also  will  cease  operations.  Details  of  the 
termination  agreement  between  the  JOA 
partners  were  not  disclosed. 

Hawaii's  steady  economic  decline  took 
a  toll  on  earnings  at  the  afternoon  paper. 
Liberty  general  partner  Rupert  Phillips 
told  the  Star-Bulletin.  He  added  that 
improved  earnings  were  not  possible. 

Afternoon  papers,  while  they  still  out¬ 
number  morning  papers,  are  also  declin¬ 
ing  nationwide,  reflecting  readers’  grow¬ 
ing  preference  for  a.m.  papers.  Ten  years 
ago.  there  were  more  than  twice  as  many 
p.m.  papers  as  a.m.  papers.  Today,  their 
numbers  are  almost  even. 

The  Star-Bulletin's  average  daily  circu¬ 
lation  fell  3.3%  to  66,7(X)  in  the  six 
months  ending  March  31,  compared  to 
the  same  period  a  year  earlier.  During  the 
same  time,  the  Advertiser's  average  daily 
circulation  gained  0.6%  to  106,938. 

The  aftemixjn  Star-Bulletin,  founded 
in  1882.  publishes  Monday  through 
Saturday.  The  morning  Advertiser  pub¬ 
lishes  Monday  through  Saturday  as  well 
as  its  Sunday  Advertiser. 

Employees  received  official  word  of 
the  paper’s  demise  the  morning  of  Sept. 
16.  but  many  Star-Bulletin  staffers  heard 
the  news  the  night  before,  when  a  local  tv 
station  broke  the  story. 

“People  were  pretty  emotional,”  said 
sports  editor  Joe  Edwards,  who  has  been 
at  the  paper  six  years.  "There’s  a  lot  of 
camaraderie  around  here.  We  took  pride 
in  being  the  local  paper.  That’ll  be  the 
biggest  thing  that’s  missed. 

“Now  we  have  a  cookie-cutter,  same- 
old.  same-old,  newspaper,”  he  added, 
referring  to  the  Advertiser. 

The  Star-Bulletin  reported  it  won  12 
top  Excellence  in  Journalism  awards  in  a 
Society  of  Professional  Journalists  com¬ 
petition  this  year,  to  go  along  with  15  Pa’i 


awards  from  the  Hawaii  Publishers 
Association. 

Meanwhile,  the  Star-Bulletin  reported  on 
its  Web  site  that  more  than  80  employees  of 
the  newspaper  and  an  undetermined  num¬ 
ber  at  the  Hawaii  Newspaper  Agency  —  the 
business  agent  for  the  JOA  partners  —  will 
be  affected  by  the  closure. 

The  Advertiser  said  it  estimates  it  will 
hire  20  to  30  Star-Bulletin  employees. 
Staff  members  were  told  severance  pack¬ 
ages  would  be  offered. 

Liberty  bought  the  Star-Bulletin  from 
Gannett  in  1993  for  an  undisclosed 
amount  after  Gannett  sold  the  paper  to 
comply  with  federal  antitrust  regulations. 
Gannett  bought  the  Advertiser  from  Persis 
Corp.  in  a  $250-million  deal. 

The  sale  led  to  an  amended  joa 
between  the  papers,  cancelling  the  for¬ 
mer  60-40  profit-sharing  balance  and  50- 
year  agreement  in  favor  of  a  20-year 


by  Mark  Fitzgerald 

Don’t  blame  young  people  for  the 
worldwide  decline  in  newspaper 
circulation,  said  the  World  Asso¬ 
ciation  of  Newspapers  (wan). 

In  its  latest  annual  survey  of  newspaper 
industry  trends,  wan  for  the  first  time 
took  a  close  look  at  the  newspaper  read¬ 
ing  habits  of  young  people  around  the 
world.  And  the  results? 

“A  little.  1  confess,  to  our  surprise,  we 
found  that  not  only  do  young  people 
indeed  read  newspapers  in  high  numbers, 
but  they  often  read  more  than  do  their  par¬ 
ents,”  President  Bengt  Braun  told  partici¬ 
pants  in  the  recent  International  Newspa¬ 
per  In  Education  (NIE)  Conference  in  Paris. 
Some  examples; 

•  In  Brazil,  55%  of  15-  to  24-year-olds 
read  a  newspaper  daily  —  a  rate  3%  high¬ 
er  than  the  nation’s  overall  readership. 

•  In  Ireland.  57%  of  20-  to  24-year-olds 
and  25-  to  34-year-olds  are  daily  readers 
—  compared  to  56%  of  the  general  popu¬ 
lation. 

•  In  Austria,  73%  of  14-  to  19-year-olds 
read  a  newspaper  daily. 

•  In  Denmark.  58%  of  kids  from  15  to  17 


payout  schedule  for  the  Star-Bulletin. 

The  amended  arrangement  called  for 
Liberty’s  share  of  the  profits  to  increase 
from  $1.4  million  in  1993  to  $2.5  million 
in  2012,  when  the  agreement  was  sched¬ 
uled  to  expire.  It  also  gave  Gannett  the 
remainder  of  the  profits,  minus  certain 
other  expenses. 

Bill  Kwon.  a  sports  writer  and  40-year 
veteran  of  the  Star-Bulletin,  said  because 
of  the  six-hour  time  difference,  the  after¬ 
noon  paper  was  able  to  publish  East  Coast 
news.  But.  in  addition  to  changing  reader 
preferences,  earlier  deadlines  hurt  the 
paper  in  recent  years.  Also  eroding  the 
paper’s  prosperity  was  a  provision  under 
the  JOA  that  did  not  allow  the  Star- 
Bulletin  to  solicit  subscriptions  on  neigh¬ 
boring  islands.  Kwon  said. 

In  March  1998,  the  Hawaii  Newspaper 
Agency  said  it  would  lay  off  about  5%  of 
the  agency’s  630  employees.  Gannett  said 
at  the  time  that  the  job  losses  were  due  to 
falling  advertising  revenues  related  to 
public-  and  private-sector  layoffs. 

The  Honolulu  JOA.  created  in  1962.  was 
one  of  13  remaining  of  the  28  that  were 
approved  by  the  federal  government. 


years  old  read  a  paper  every  day. 

•  In  Portugal,  nearly  80%  of  15-  to  17- 
year-olds  read  a  daily  paper,  a  number 
that  jumps  to  84%  in  the  18-  to  24-year- 
old  demographic. 

•  And  88.5%  of  Australian  kids  between 
14  and  24  years  old  read  a  newspaper  at 
least  once  a  week. 

WAN  found  similar  readership  num¬ 
bers  among  young  people  in  Slovakia, 
Spain,  Sweden,  Turkey,  and  the  United 
Kingdom. 

In  the  United  States,  wan’s  numbers 
reflected  strong  readership  among 
America’s  youth.  Almost  70%  of  kids  12 
to  17  years  old.  and  about  70%  of  15- 
to  17-year-olds,  read  the  paper  at  least 
once  a  week. 

That,  according  to  Braun,  helps  get  the 
kids  off  the  hook. 

“Faced  with  a  decline  in  the  circulation 
of  newspapers  in  most  industrialized 
countries  over  the  past  decade,  it  has 
become  commonplace  to  blame  the  young 
for  neglecting  our  publications  in  favor, 
for  example,  of  electronic  media.”  Braun 
told  the  NIE  conference.  “I  am  happy  to 
declare  that  wan  has  found  them  largely 
‘not  guilty’  for  our  troubles.”  §■ 


WAN:  The  kids  are  all  right 
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Central  plans  moves 
to  boost  its  margins 


by  Lucia  Moses 

Central  Newspapers  Inc.  is  working 
on  expanding  its  morning  Indiana¬ 
polis  Star  even  as  it  plans  to  print 
the  final  edition  of  its  1 30-year-old  after¬ 
noon  News. 

The  company  says  it  will  start  to  out¬ 
source  transportation  for  the  Star  to  a 
trucking  company  after  the  News  prints  its 
final  edition  Oct.  1.  Central  announced 
earlier  this  year  that  it  would  close  the 
News  because  of  declining  afternoon  read¬ 
ership.  The  News'  circulation  has  plunged 
to  33,175  from  1 1 1,000  a  decade  ago. 

Severance  costs  for  61  transportation 
workers,  plus  managers,  will  result  in  a 
one-time,  pretax  charge  of  $3.4  million, 
or  about  5  cents  a  share.  The  company 
previously  reported  it  would  take  a  $  1 .25 
million  charge  relating  to  the  closing  of 
the  News.  The  outsourcing  also  is  expect¬ 
ed  to  increase  Central’s  annual  pretax 
savings  from  combining  the  papers  to 
about  $4.1  million  from  $3  million  to 
$3.5  million. 

Dale  Duncan,  president  and  publisher 
of  the  Star  and  News,  said  that  as  the 
transportation  operation  has  become 
more  streamlined  and  regulated,  it  made 
sense  to  contract  it  out.  “It’s  not  our  core 
business,”  he  said. 

The  company  also  announced  it  final¬ 
ized  plans  to  move  its  Indianapolis  press¬ 
es  from  downtown  to  a  new  facility  16 
miles  to  the  northwest.  The  $70-million 
move  will  be  done  over  the  next  3'/2  years. 

The  move  will  let  the  Star  print  more 
color  ads.  “We  expect  we’ll  be  able  to  get 
$5  million  more  a  year  in  color  rev¬ 
enues,”  Duncan  said.  The  move  also  will 
provide  increased  press  capacity  and 
storage  space  to  produce  more  zoned  edi¬ 
tions.  The  Star  also  plans  to  start  address- 
specific  delivery  that  will  let  readers  buy 
editions  of  the  newspaper  tailored  to  their 
interests. 

The  move  will  take  455  jobs  from 
downtown  and  cut  80  production  and 
transportation  positions  as  a  result  of 
more  streamlined  production  and  automa¬ 
tion.  “A  lot  of  human  labor  now  goes  into 
handling  and  movement  of  newsprint,” 
Duncan  said.  “It’s  a  very  labor-intensive 
i  effort.”  He  said  some  of  the  jobs  will  like- 

1  0 


ly  be  absorbed  by  other  departments. 

In  conjunction  with  the  production 
move,  the  Star  will  join  a  growing  num¬ 
ber  of  papers  that  have  switched  to  a  nar¬ 
rower  web  width,  with  the  change  to  start 
in  about  1  '/2  years.  Within  five  years,  the 
production  move  is  expected  to  generate 
about  $6. 1  million  in  annual  savings. 

Louis  A.  Weil  III,  Central’s  chairman, 
president,  and  CEO,  said  the  production 


by  Joe  Strupp 

When  word  spread  through  the 
Fort  Worth  Star-Telegram 
Sept.  15  that  a  gun-toting  killer 
had  gone  on  a  bloody  shooting  spree  at 
a  nearby  church,  none  of 
the  newsroom  staff  had 
quite  the  same  reaction  as 
Deputy  Managing  Editor 
Judy  Wiley. 

That’s  because  Wiley, 
who  joined  the  newspaper 
staff  Sept.  1,  had  been 
through  this  before. 

Just  five  months  earlier, 

Wiley  was  an  assistant  city 
editor  at  the  Denver  Rocky 
Mountain  News  when  the 
Columbine  High  School 
shootings  occurred,  leaving 
1 5  dead  and  many  wounded 
in  Littleton,  Colo. 

“A  lot  of  things  went  through  my 
mind,”  said  Wiley,  41,  who  works  in  a 
Star-Telegram  bureau  but  was  dispatched 
to  the  main  newsroom  to  help  with  cover¬ 
age  of  the  shootings.  “First,  1  couldn’t 
believe  I  was  in  this  again.  Then,  I  just 
thought.  T  know  how  to  do  this,’  and 
helped  out.  Having  been  there  before 
made  it  a  lot  more  real  a  lot  faster.” 

Like  most  newspapers  in  America,  the 
Star-Telegram  and  The  Dallas  Morning 
News  spent  most  of  Sept.  15  preparing 
coverage  of  Hurricane  Floyd,  which  was 
bearing  down  on  most  of  the  East  Coast 
at  the  time.  But  just  after  7  p.m.,  both 
newspapers  were  forced  to  switch  their 


and  outsourcing  moves  are  part  of  the 
company’s  plan  to  bring  cash-flow  mar¬ 
gins  at  the  Star  closer  to  those  at  Central’s 
other  flagship.  The  Arizona  Republic. 

Meanwhile,  the  News  is  planning  a  48- 
page  commemorative  section  for  its  final 
issue  Oct.  1,  when  it  expects  to  sell 
25,000  more  than  the  33,000  copies  usu¬ 
ally  sold. 

“We’re  working  hard  to  capture  all 
News  readers  as  Star  readers,”  Duncan 
said.  “I  think  realistically  we  can  expect 
to  get  90%  of  home-delivery  and  75%  to 
80%  of  single-copy  buyers.” 

Twenty  News  editorial  positions  were 
eliminated  through  buyouts  in  connection 
with  the  closing. 


lead  coverage  to  local  concerns  when  the 
shooting  spree  erupted. 

“It  was  the  single  biggest  tragedy  that 
has  ever  hit  Fort  Worth,  so  we  didn’t 
give  it  a  second  thought,”  said  Wes 
Turner,  publisher  of  the  Knight  Ridder- 
owned  Star-Telegram.  The 
paper  bumped  up  its  sin¬ 
gle-copy  press  run  from 
30,000  to  40,000  for  the 
next  day’s  issue. 

Turner  said  he  also  added 
four  more  news  pages  to  the 
usual  18-page  “A”  section 
and  delayed  the  regular 
12:15  a.m.  deadline  to  1 
a.m.  to  allow  for  the  latest 
information. 

The  Star-Telegram  con¬ 
tinued  coverage  in  its  Sept. 
17  issue  with  a  special 
eight-page  section  of  pho¬ 
tos,  anecdotal  stories,  and  updates  on 
the  tragedy. 

At  the  rival  Morning  News,  owned  by 
Belo,  managing  editor  Stuart  Wilk 
increased  the  paper’s  “A”  section  from  26 
to  28  pages,  moved  back  its  single-copy 
press  run  from  1 1:30  p.m.  to  12:45  a.m., 
and  bumped  up  the  number  of  single 
copies  printed  by  1 0,000. 

Each  newspaper’s  Web  site  also  saw  a 
boom,  with  Star-Telegram.com  attracting 
its  biggest  one-day  total  of  291,000  hits 
—  almost  100,000  more  than  usual  — 
and  DallasNews.com,  the  Morning  News' 
online  edition,  reporting  750,000  page 
views  during  the  24  hours  following  the 
shootings,  double  its  usual  activity. 


Shooting  has  a  familiar  ring 

It’s  deja  vu  for  new  Fort  Worth  Star-Telegram  editor 
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No  details  of  killings  are  known,  but  NATO 
published  this  photo  of  suspected  mass 
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ism  experts  and  observers  praised  the 
stance,  critics,  including  several  advertis¬ 
ers,  described  the  move  as  overkill. 

"They  wanted  to  make  a  point,  and 
they  did,”  says  Mel  Tittle,  managing  edi¬ 
tor  of  the  Lubbock  Avalanche-Journal. 
“But,  it  may  be  letting  editorial  slip  over 
into  news  space.” 

Texas  Tech  drama  major  Jeff  Manns 
welcomed  the  action.  “It  seems  pretty 
obvious  that  the  court  out  there  has  its 
wires  crossed,”  the  student  told  The 
Associated  Press.” 

_  The  strongest 

opposition  came 
from  newspaper 
advertisers,  who’ve 
been  calling  the 
University  Daily  to 
complain  that  they 
bought  space  a 
newspaper  without 
news.  “I  paid  for 
advertising,  and 
[  this  makes  it  use¬ 

less,”  said  Raef 
Reese,  bar  manager 
at  the  Fox  &  Hound 
Pub  in  Lubbock, 
who  says  he  adver¬ 
tises  in  the  college 
press  because  it’s 
cheaper  than  TV  or 
radio.  “It  was  a 
total  waste  of 
money  for  us,  and  we  have  a  limited  ad 
budget.  It  was  a  real  blow.” 

Connie  Lopez,  retail  manager  at  a 
local  Lenscrafters,  agreed.  “We  paid  for 
something  visual  to  be  in  there,  and  it 
wasn’t.”  she  said.  “A  lot  of  our  customers 
called  us  because  they  were  upset.” 

But  some  advertisers,  such  as  Robert 
Lance  Jewelers’  manager  John  Rogers, 
took  the  move  in  stride.  “I  don’t  think  it 
hurt  us;  our  customers  still  saw  our  ad.” 
he  said.  “They  knew  what  it  was  all 
about.” 

The  newspaper  operates  on  a  $900,000 
annual  budget,  according  to  Hodgin,  who 
said  about  80%  comes  from  advertising, 
and  the  remaining  20%  from  university 
funding. 

Carla  McKeown.  the  University 
Daily's  full-time  adviser,  said  she  dis¬ 
cussed  the  planned  protest  with  students 
but  did  not  tell  them  what  to  do. 

“I  told  them  it  was  their  decision  and 
their  right  to  do  it,”  McKeown  said. 

Hodgin  said  his  staff  was  still  talking  to 
angry  advertisers,  but  had  yet  to  receive 
any  outright  refusals  to  pay  for  ads. 


College  paper  plasters  pages  with  a  single  message 

by  Joe  Strupp 

other  news  highlights.  The  only  story 
published  was  on  the  Kentucky  ruling, 
which  appeared  on  Page  One  under  the 
headline,  “This  Is  Censorship.” 

Hodgin  also  placed  an  __  _ _ _ 

editor’s  note  explaining 
the  newspaper’s  protest 


When  students  at  Texas  Tech 
University  in  Lubbock  opened 
copies  of  the  school’s  daily 
newspaper  Sept.  9,  they  saw  the 
usual  mix  of  ads,  editorials,  and 
announcements. 

One  thing  was  missing:  the  news. 
Instead  of  filling  its  usual  10  pages  of 
news  and  sports  with  student  government 
stories,  sports  roundups,  and  feature  arti¬ 
cles,  editors  at  the  University  Daily  chose 
to  reprint  one  word  over  and  over: 
Censored. 

Then«)vewasa 

Kentucky  State 
University  to  keep 
more  than  2,000 
copies  stu- 

dent-published 
yearbook,  which 
campus  officials 
there  confis- 

1994. 
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Kentucky 

dents 

court  for  five  years 
for  the  yearbooks 
to  be  distributed. 
claiming  a  First 
Amendment  viola¬ 
tion.  but  have  yet  to  win. 

At  Texas  Tech,  University  Daily  Editor 
Wayne  Hodgin  said  his  staff  chose  to 
take  the  extreme  measure  because  they 
believed  the  Kentucky  ruling  was  harm¬ 
ful  to  all  student  Journalists. 

“We  are  taking  a  bold  stand  against  this 
decision  to  let  students  at  Kentucky  State 
know  we  stand  behind  them.”  says  Hod¬ 
gin,  a  23-year-old  senior.  “We  discussed 
it  for  about  two  hours  before  we  made  a 
decision,  but  we  believed  it  was  right.” 

The  12-page  broadsheet  newspaper, 
printed  Monday  through  Friday  during 
the  school  year,  sported  its  usual  flag, 
masthead,  and  front-page  design  Sept.  9, 
but  ran  without  teasers  to  inside  stories  or 
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II.S.  Court  of  Appeals  uphoidt  decitio| 
of  stttdont  madia  oensorship  | 


Texas  Tech’s  campus  newspa¬ 
per  protested  a  federal  court’s 
ruling  on  student  press  rights 
by  censoring  itself. 


on  the  front  page. 

“On  the  following  pages,  you  will  see 
the  word  ‘censored’  repeated  over  and 
over,”  the  note  stated.  “This  is  our  own 
form  of  self-censorship  and  in  no  way 
implies  that  we  have  been  censored  or 
restricted  in  any  way  by  Texas  Tech 
University  personnel.” 

The  students  also  published  an  editor¬ 
ial  that  slammed  the  federal  court  ruling. 

“This  decision  strips  not  only  student 
media  from  our  First  Amendment  rights, 
but  also  strips  our  audience  of  the  right  to 
be  informed,”  the  editorial  said. 

Reaction  to  the  protest,  which  affected 
all  14,000  copies  of  the  daily  newspaper, 
has  been  mixed.  Although  some  Journal¬ 


These  are  just  a  few  of  the  tools  we 
use  to  provide  our  members  access  to  quality 
health  care. 

For  example,  our  National  Medical 
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CTEtna 

US  Healthcare 


Raising  the  quality  of  healthcare  in  America. 


€)1999  Aetna  U  S.  Healthcare™  li 


Open  records  closed 
to  public  view 

Constitution  State  seals  access  to  key  auto  records 


by  Joe  Strupp 

Connecticut’s  car  tax  records  — 
which  detail  the  state  fee  collect¬ 
ed  by  local  cities  on  all  automo¬ 
biles  —  have  long  been  a  key  source  for 
residents  and  reporters  checking  up  on 
who  is  paying  their  fair  share. 

But  a  decision  by  several  cities  to  with¬ 
hold  car  tax  information  in  recent  weeks 
has  some  news  organizations  and  press- 
freedom  advocates  worried.  They  con¬ 
tend  that  the  loss  of  such  public  informa¬ 
tion  is  a  hit  to  journalistic  freedom  and 
the  public’s  right  to  know. 

"The  media’s  role  is  to  make  sure  the 
checks  and  balances  on  the  abuse  of 
power  are  in  place,”  said  Mitchell  W. 
Pearlman,  executive  director  of  the 
Connecticut  Freedom  of  Information 
Commission,  an  independent  state 
agency  that  reviews  open-records  act  vio¬ 
lations.  “This  is  absurd.”  he  said. 

But  city  officials  said  they  are  just  fol¬ 
lowing  the  advice  of  the  Connecticut 
Conference  of  Municipalities,  which 
issued  a  bulletin  in  July  urging  cities  to 
consider  restricting  documents,  such  as 
the  car  tax  records,  or  face  possible  feder¬ 
al  penalties. 

“Do  not  permit  the  public  to  look  at  the 
complete  ...  tax  collection  records,”  the 
bulletin  said.  “Anyone  requesting  person¬ 
al  information  should  be  directed  to  the 
Department  of  Motor  Vehicles.” 

The  warning  is  in  response  to  the  fed¬ 
eral  1997  Drivers’  Privacy  Protection  Act. 
which  prohibits  state  agencies  from 
releasing  personal  motor-vehicle  infor¬ 
mation,  such  as  names  and  addresses.  The 
controversial  law  has  been  ruled  uncon¬ 
stitutional  twice,  but  will  be  argued 
before  the  U.S.  Supreme  Court  later  this 
year. 

“We  were  concerned  about  liability  to 
that  law,”  said  New  Haven  tax  assessor 
Larry  Hughes,  discussing  his  decision  to 
restrict  access  to  the  records.  “The  rec¬ 
ommendation  has  been  that  we  take  some 
action  to  protect  the  municipality  from 
liability  of  federal  law.” 

Congress  passed  the  federal  law  two 

1  4 


years  ago  following  the  stalker-related 
killing  of  actress  Rebecca  Schaffer  in 
California,  which  reportedly  occurred 
after  the  killer  hired  a  private  investigator 
who  obtained  Schaffer’s  address  from 
motor-vehicle  records. 

Critics  of  the  law  said  it’s  nearly  use¬ 
less  in  many  instances  because  of  loop¬ 
holes  that  allow  car  dealers,  insurance 
agents,  auto  manufacturers,  and  private 
investigators  to  continue  getting  access  to 
the  records. 

Hughes  said  the  car  tax  records  are 
popular  sources  of  information  for  resi¬ 
dents,  journalists,  and  credit  agencies.  He 
said  he  receives  three  to  four  requests  a 
day. 

Other  Connecticut  cities  that  have 
stopped  releasing  car  tax  records  are 
Bridgeport,  Ansonia,  Madison,  West 
Haven,  Trumbull,  East  Haven,  and  Old 
Saybrook,  according  to  the  New  Haven 
Register.  Most  offer  the  same  reason  for 
the  protective  measure  —  fear  of  federal 
retribution. 

“We’re  doing  what  we  feel  is  the  law,” 
Bridgeport  assessor  Linda  Davis  told  the 
Register. 

Bridgeport  has  been  the  leader  in  the 
move  to  block  access  to  the  records,  and 
recently  defied  a  state  Freedom  of  Infor¬ 
mation  Commission  order  to  reverse  its 
policy.  The  city  has  appealed  the  order  to 
the  state  Superior  Court. 

Rebecca  Daugherty,  a  representative  of 
the  Virginia-based  Reporters  Committee 
for  Freedom  of  the  Press,  said  the  block¬ 
ade  of  information  involving  car  tax  doc¬ 
uments  is  worrisome. 

“It  is  important  to  be  able  to  know  if 
public  officials  are  cheating  or  taking 
advantage  of  tax  laws,”  said  Daugherty. 
“When  reporters  can  find  that  out.  it 
serves  the  public  well.” 

New  Haven  Register  editor  Jack 
Kramer  agreed.  “It  sends  a  bad  message 
and  sets  a  bad  precedent,”  he  said  of  the 
restrictions.  “This  is  the  role  the  press 
plays,  in  outing  the  discrepancies  and  the 
information  that  the  public  needs. 
Frankly,  we’re  worried  about  it.” 

Reporter  Bill  Cummings  of  the 


Bridgeport-based  Connecticut  Post,  also 
criticized  the  restriction.  “It  is  public 
information,”  he  said.  “It  is  something 
that  is  useful  to  us.” 

Still,  one  city  changed  its  policy  after 
hearing  these  concerns.  West  Haven 
Mayor  Richard  Borer  said  he  plans  to 
direct  his  assessor  to  begin  releasing  car 
tax  information. 

“Everything  we  do  is  the  public’s  busi¬ 
ness.  and  the  public  has  a  right  to  know,” 
he  said. 

Connecticut  is  one  of  several  states  that 
collect  car  taxes  through  its  cities,  but 
reportedly  the  only  one  withholding  such 
records.  ■■ 


BRIEFS 


Drawing  draws 
ire  of  reporters 

The  Indianapolis  Star  editorial  car¬ 
toonist  Gary  Varvel  admits  he  was  wrong 
to  illustrate  an  invitation  to  a  birthday 
party  for  Marion  County  prosecutor  Scott 
Newman. 

Varvel  says  he  didn’t  realize  the  party 
was  a  fund-raiser,  with  much  of  the  pro¬ 
ceeds  going  to  Sue  Anne  Gilroy,  a 
Republican  candidate  for  mayor  of 
Indianapolis,  which  is  in  Marion  County. 

Several  Star  reporters  questioned 
Varvel’s  involvement,  and  the  newspaper 
agreed.  “It  was  inappropriate,”  says  Star 
president  and  publisher  Dale  Duncan. 

The  conservative  Varvel  says  he  wasn’t 
reprimanded,  but  was  told  to  not  let  it 
happen  again. 

“It  was  a  real  stupid  mistake  on  my 
part.  From  now  on.  I’m  going  to  run  any 
free-lance  work  by  my  boss  to  make  sure 
there’s  no  problem,”  says  Varvel,  42,  who 
lives  in  Hendricks  County,  Indiana. 
Varvel  has  been  a  Star  editorial  cartoonist 
since  1 994,  and  is  also  syndicated  by 
Paradigm  of  Stamford.  Conn. 

Star  editorial  page  editor  John  Lyst 
could  not  be  reached  for  comment. 

—  David  Astor 

Northeast  papers 
to  be  sold 

Expanding  its  New  England  presence, 
American  Consolidated  Media  of  Dallas 
agreed  to  buy  the  assets  of  eight  communi¬ 
ty  papers  in  Maine  and  Massachusetts 
from  Journal  Transcript  Newspapers. 
Dirks,  Van  Essen  &  Associates  represented 
sellers  Neil  P.  Collins  and  Mary  L.N. 
“Lou”  McGrew.  Terms  were  not  disclo.sed. 
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regime  in  North  ivorea  could  fire  against  the  neigh 
boring  countries.  Beijing  reacted  angrily  to  reports 
the  Pentagon  was  considering  allowing  Taiwan  ac¬ 
cess  to  upgraded  Patriot  missiles,  which  would  be^ 
deployed  under  the  TMD.  The  Beijing  government 
regards  Taiwan  as  a  renegade  province  and  has  threat-  ^ 
ened  to  recover  it  by  force.  A  Pentagon  report  thi.^ 
month  said  “China  is  engaged  in  an  intense  buildup 
'f  ballistic  and  rmssile  forcec  *'  '’U  gi' 


renegade  \re-ni-gacl\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1 945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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Missing  in  Missouri 

Student,  and  paper,  disappear  annid  controversy 


by  Mark  Fitzgerald 

About  6,000  copies  of  the  Uni¬ 
versity  of  Missouri-Columbia  stu¬ 
dent  newspaper  were  stolen  over 
Labor  Day  weekend,  apparently  by  peo¬ 
ple  upset  over  an  article  about  the  disap¬ 
pearance  of  a  black  campus  and  fraterni¬ 
ty  leader. 

The  theft  amounted  to  about  half  of  the 
entire  press  run  of  The  Maneater,  pub¬ 
lished  twice  weekly. 

Editor  in  chief  Jake  Wagman  says  he 
doesn’t  know  who  stole  the  papers,  but  he 
has  a  pretty  good  idea  why. 

The  issue’s  front-page  article  reported 
on  the  disappearance  for  the  last  six 
months  of  Damon  T.  Rucker  White,  the 
former  president  of  the  university’s 
Legion  of  Black  Collegians  and  of  the 


campus  chapter  of  lota  Phi  Theta 
Fraternity.  According  to  family  members 
quoted  in  the  article,  White  is  a  homosex¬ 
ual  who  is  Hlv-positive.  His 
family,  the  article  said, 
believes  an  unnamed  man 
they  identify  as  White’s  “ex¬ 
boyfriend”  blames  White  for 
infecting  him  with  the  AIDS 
virus.  They  believe  the  man 
is  linked  to  White’s  disap¬ 
pearance. 

“A  lot  of  people  weren’t 
happy”  that  the  newspaper 
reported  that  White  is  gay, 

Wagman  said.  “People  did 
have  a  problem  with  that. 

The  story  was  a  real  block¬ 
buster.  It  was  a  tough  decision  here 
whether  to  run  it.” 


In  the  days  since  the  papers  were  stolen, 
no  one  has  claimed  responsibility,  Wag¬ 
man  says.  The  paper  reported  the  theft  to 
the  police  “just  as  a  matter  of  protocol.” 
Wagman  said,  but  was  told  there  was  no 
crime  because  the  paper  is  distributed  free. 
Like  other  free  papers.  The  Maneater  pub¬ 
lishes  a  notice  that  the  first  copy  is  free  and 
each  additional  copy  costs  25  cents. 

“The  people  who  did  this 
may  think  they  were  doing 
some  Ghandiesque  act  of 
civil  disobedience,”  Wagman 
said,  “when  in  reality  it  was 
not  democratic  at  all.  It  was 
censorship  in  its  most  ba.se 
form.” 

White  has  been  missing 
since  March  2.  A  week  later. 
The  Maneater  reported 
White’s  disappearance,  de¬ 
tailing  how  White  borrowed 
his  sister’s  car  and  said  he’d 
return  in  an  hour.  Police 
located  the  car  days  later,  but  found  no 
sign  of  the  student  leader.  {■ 


Missing  student 
Damon  White 


Globe  XfoXs  out  bulldog 


by  Lucia  Moses 

The  Boston  Globe  is  rolling  out  a 
Sunday  bulldog  edition  Oct.  23, 
betting  that  giving  readers  a  head 
start  on  the  fat  Sunday  paper  will  help 
reverse  Sunday  circulation  declines. 

Sunday  sales  are  down  at  the  Globe,  as 
at  other  major  metro  papers.  In  the  six 
months  ended  March  31,  Sunday  circula¬ 
tion  was  730,420.  down  2.4%  from  the 
same  period  a  year  earlier. 

“I  think  everybody’s  been  experiencing 
a  dip.  and  that’s  one  reason  we’re  doing 
the  bulldog  edition,  but  it  also  reflects  a 
change  in  lifestyle,”  Globe  spokesman 
Richard  Gulla  said. 

“People  have  told  us  for  a  long  time,  T 
don’t  have  time  to  read.’  I  even  heard  one 
minister  say  it’s  affecting  church  atten¬ 
dance.  Putting  it  out  a  day  early  gives 
people  a  day  more  to  look  at  the  Sunday 
paper.” 

The  bulldog  will  contain  most  of  the 
regular  Sunday  features,  letting  readers 
get  an  early  look  at  classifieds,  ad  supple¬ 
ments.  and  Parade  magazine.  The  Globe 
will  print  40,000  copies  initially  and 
deliver  them  to  2.000  retail  outlets  in 
greater  Boston  between  9  a.m.  and  2  p.m. 

1  6 


Saturday.  The  main,  local,  and  sports 
news  sections  will  be  refreshed  for  the 
regular  Sunday  edition. 

“One  thing  we  have  to  keep  in  mind  is, 
the  area  economy  is  booming,”  Gulla 
said.  "The  kind  of  information  we  pro¬ 
vide  Sunday  —  real  estate,  automotive, 
help  wanted  —  could  be  something  con¬ 
sumers  would  want  to  get  a  jump  on.” 

The  paper  expects  to  add  10  to  15  edi¬ 
torial  and  circulation  staffers  to  put  out 
the  early  edition,  which  will  cost  an  esti¬ 
mated  $2.5  million  a  year  to  produce. 

More  and  more  papers  are  putting  out 
bulldog  editions,  with  mixed  success.  The 
early  editions  are  winners  for  the  Long 
island.  N.Y.,  Newsday  and  Pittsburgh 
Post-Gazette,  but  Florida’s  Tampa 
Tribune-Tampa  Tones  scrapped  its  11- 
month-old  bulldog  in  August  after  it  fell 
short  of  expectations. 

While  some  papers  have  discounted 
their  bulldogs,  the  Globe's  will  cost  $2, 
the  same  as  the  regular  Sunday  edition. 

Sunday  home  delivery  won’t  be  affect¬ 
ed.  although  the  Globe  expects  the  bull¬ 
dog  to  eat  into  Saturday  sales.  Saturday 
circulation  was  444,015  in  the  six  months 
ended  March  31,  down  0.5%  from  the 
year-ago  period. 


BRIEF 


New  exec  to 
cut  red  tape 

The  Seattle  Times  Co.,  which  has  led 
the  effort  by  family-owned  newspa¬ 
pers  to  repeal  the  federal  estate  tax,  is 
devoting  an  executive  to  that  and  other  reg¬ 
ulatory  issues  affecting  The  Seattle  Times 
and  the  company’s  eight  other  papers  and 
two  Web  sites.  Jill  Mackie,  who  worked  10 
years  in  government  affairs,  was  named 
director  of  external  affairs,  a  new  position. 

Company  CEO  Frank  Blethen  said  that 
for  the  1 03 -year-old  company  to  stay 
independent,  it  needed  someone  working 
full  time  on  those  issues.  "The  problem  is, 
the  world’s  getting  more  and  more 
sophisticated,”  he  said.  "What  we’re  ask¬ 
ing  her  to  do  is  understand  the  legal  and 
regulatory  world  we’re  dealing  with.” 

—  Lucia  Moses 

CNC  promotions 

Needham.,  Mass.-based  Community 
Newspaper  Co.  named  associate  publish¬ 
er  Gary  Higgins  to  executive  publisher  of 
its  South  unit,  overseeing  the  South  Shore 
and  Cape  Cod  publications,  and  sales 
manager  Paul  Carven  to  ad  director  for 
the  Metro  unit. 
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Congress  urged  to 
open  media  markets 

NAA  president  and  others  ask  lawmakers  to  scrap 
ban  on  cross  ownership  of  TV  and  newspapers 


by  Joe  Strupp 

Some  of  the  nation's  most  powerful 
newspaper  and  broadcast  execu¬ 
tives  urged  Congress  last  week  to 
remove  the  24-year  ban  on  cross  owner¬ 
ship  of  broadcast  and  newspaper  outlets, 
calling  the  ban  everything  from  “unneces¬ 
sary”  to  “irrational.” 

“The  newspaper  cross-ownership  ban 
has  always  been  onerous,  and  we  have  long 
opposed  it.”  said  John  Sturm, 
president  of  the  Newspaper 
Association  of  America,  who 
testified  during  a  Sept.  15 
hearing  of  the  House  Sub¬ 
committee  on  Telecommuni¬ 
cations.  Trade,  and  Consumer 
Protection.  “It  is  outdated  and. 
in  fact,  counterproductive  in 
the  contemporary  information 
marketplace.” 

Sturm  was  one  of  seven 
media  industry  heavyweights 
who  testified  against  the  ban 
and  in  favor  of  three  bills  currently  pend¬ 
ing  before  Congress  to  eliminate  the 
restriction. 

Those  bills  include  H.R.  598.  sponsored 
by  Rep.  Michael  G.  Oxley,  R-Ohio.  which 
would  simply  eliminate  the  ban,  and  pro¬ 
posed  changes  to  H.R.  942.  introduced  by 
Rep.  Cliff  Steams.  R-Ra.,  which  would 
remove  the  ban  and  raise  the  nationwide 
audience  cap  for  owners  from  35%  to  45%. 

A  third  proposal,  S.  1577,  introduced  in 
the  Senate  last  week  by  Sen.  John  McCain. 
R-Ariz.,  also  would  repeal  the  ban.  but 
allow  the  Federal  Communications  Com¬ 
mission  (FCC)  to  reinstate  it  if  it  can  prove  a 
need  in  the  future.  All  three  proposals 
remain  in  their  respective  Commerce  com¬ 
mittees  for  review  and  have  yet  to  be  sched¬ 
uled  for  full  Congressional  votes. 

The  FCC  ban  on  cross  ownership  has 
been  in  effect  since  1975,  but  exempts  cross 
ownerships  that  were  in  place  prior  to  its 
creation.  Since  it  went  into  existence,  media 
companies  seeking  to  own  both  broadcast 
and  newspaper  outlets  in  the  same  market 
have  been  barred  from  doing  so,  except  for 


those  who  have  won  exemptions. 

Among  those  testifying  last  week 
against  the  ban  were:  Peter  Chemin.  presi¬ 
dent  and  chief  operating  officer  of  News 
Corp.;  Jack  Fuller,  president  of  the  Tribune 
Publishing  Co.;  James  Hedlund.  president 
of  the  Association  of  Local  Television 
Stations:  and  Michael  Katz,  a  senior  con¬ 
sultant  at  Charles  River  Associates. 

Each  had  varied  reasons  for  opposing 
the  restriction,  but  most  centered  on  the 
idea  that  it  was  a  restraint  of 
trade. 

“In  a  world  in  which  a 
cable  operator  can  control 
hundreds  of  channels,  the 
common  ownership  of  a  TV 
station  and  newspaper  repre¬ 
sent  not  only  little  danger  to 
diversity,”  Hedlund  testified, 
“but  virtually  guarantees  bet¬ 
ter  service  to  the  public.” 

Sturm,  whose  nonprofit 
group  represents  more  than 
2.000  publications,  said  the 
ban  has  already  hurt  the  viability  of  news¬ 
papers.  He  said  many  that  have  folded 
might  have  survived  if  TV  or  radio  station 
owners  in  the  same  market  were  allowed 
to  purchase  them. 

Sturm  cited  the  now-defunct  Washing¬ 
ton  Star,  whose  parent  company  had  also 
owned  the  local  wmal  tv  station  for 
years,  but  chose  to  sell  both  properties  just 
as  the  cross-ownership  ban  went  into 
effect.  Although  a  buyer  agreed  to  pur¬ 
chase  both  in  an  effort  to  keep  the  Star 
going  through  revenues  from  wmal.  the 
FCC  disallowed  the  move,  forcing  the  Star 
to  be  sold,  and  eventually  folded. 

“It  is  impossible  to  fathom  how  the 
Star's  expedited  demise  contributed  to 
viewpoint  diversity  in  the  Washington 
market  or  otherwise  served  the  public 
interest,”  Sturm  said. 

Several  witnesses  at  the  hearing  also 
pointed  to  the  Fee’s  recent  decision  to  lift 
the  ban  on  ownership  of  multiple  TV  and 
radio  stations  in  the  same  market,  saying 
that  change  is  no  different  than  lifting  the 
newspaper/broadcast  ban. 


Sportspages.com 
kicks  off  season 


Finding  the  best  sports  Journalism  on 
the  Web  can  be  as  tricky  as  kicking  a 
50-yard  field  goal  during  Hurricane 
Floyd.  Large  search  engines  can  send  you 
wide-left  (“Catfish  Hunter  —  not  hunting 
catfish”)  and  fan  pages  can  send  you 
wide-right  (Ditkaisgod.com). 

Rich  Johnson,  an  ABC  Radio  Network 
anchor,  thinks  he  may  have  the  site  to  send 
your  search  spiraling  through  the  uprights 
Just  in  time  for  football  season.  Sports- 
pages.com.  a  directory  of  links  to  the 
sports  pages  of  over  200  newspaper  Web 
sites,  is  offering  two  subscription  services 
to  provide  sports  Journalists  and  spxirts 
nuts  with  a  time-saving  way  to  get  to  the 
stories  they  want. 

The  Daily  Link  Service  provides  sub¬ 
scribers  with  a  list  of  the  best  sports  Jour¬ 
nalism  of  the  day  —  selected  from  articles 
and  columns  nationally  and  internationally 
and  organized  by  region,  sport,  and  team 
—  for  $5  a  day. 

“1  haven’t  cut  any  deals  to  the  exclusion 
of  anyone  else,”  says  Johnson,  adding  that 
he  uses  real  people  with  editorial  experi¬ 
ence  to  select  the  best  that  newspapers  have 
to  offer.  “It  all  started  with  journalists,  and 
it  still  is  the  focus  of  the  site.”  he  says. 

The  Pro  Football  Link  Service,  howev¬ 
er,  shoots  for  more  inclusive  coverage  of 
the  National  Football  League.  “Every 
team.  Every  story.  Every  day.  That’s  our 
goal,”  proclaims  the  site.  The  price  varies 
according  to  whether  you  order  month-to- 
month  or  the  full  season. 

In  addition  to  the  subscription  services, 
the  site  posts  links  to  sports  stories  updated 
daily  and  organized  by  sport,  team,  or 
region  for  easy  point-and-click  navigation. 

Johnson  is  optmistic  about  the  success  of 
the  site,  which  has  seen  a  rise  of  over 
337,000  page  views  since  its  launch  in 
1997.  Sportspages.com  was  featured  in  the 
July  issue  of  PC  Magazine's  Top  Web  sites 
of  1999,  alongside  sports  giants  ESPN.com 
and  CNNSl.  —  Jason  Williams 


John  Sturm,  NAA 
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Ernesto  Salmemn 


A  Nicaraguan  boy  hawks  three  of  the  five  daily  newspapers  in  the  nation’s  capital 
city,  Managua. 

The  Nicaraguan  beat 

Press  plays  key  role  in  development  of  democracy 

by  Timothy  Pratt  that  began,  ‘A  taxi  crashed  into  a  bus  at  9 

a.m.  on  the  comer  of  Roosevelt  and  Calle 
MANAGUA,  Nicaragua  —  Edgar  Bar-  el  Triunfo.  The  taxi  driver’s  ID  is  available 

l)erena’s  rough  voice  comes  from  the  cig-  for  family  members  to  pick  up  at  such  and 

arette  he’s  constantly  drawing  on.  The  such  a  place  and  time  ...’ And  the  rebels 

voice,  his  cigarette,  and  the  rings  under  knew  that  this  was  a  signal  for  where  and 

his  eyes,  together  with  his  stories,  make  when  to  meet  that  day.” 
him  the  classic  veteran  reporter,  and,  in  My  interest  in  the  media  and  freedom 
fact,  he’s  been  on  the  political  beat  in  of  the  press  in  this  Central  American 

Nicaragua  for  25  years.  country  was  fed  by  a  question-and-answer 

“I  remember  when  (former  dictator  session  on  The  Washington  Post's  Web 
Anastasio)  Somoza  was  in  power,  in  the  site.  The  session  marked  the  Sandinista 
late  ’70s,  and  we  used  to  do  stories  in  revolution’s  recent  20th  anniversary, 

code  for  the  Sandinistas,”  he  began,  which  I  was  slated  to  cover.  On  the  site, 

another  El  Nuevo  Diario  reporter  asleep  Post  Central  American  bureau  chief  Serge 

on  the  couch  behind  us.  Kovaleski  drew  attention  to  freedom  of 

Barberena  has  been  through  what  his  the  press  several  times  as  a  vital  part  of 

country  has  been  through  —  in  two  this  country’s  young  democracy, 
decades,  the  transformation  from  bmtal  Since  many  people  recall  the  images  of 
dictatorship  to  revolutionary  socialism  to  rebels  with  automatic  weapons  entering 
electoral  democracy.  No  other  society  can  Managua  atop  tanks  —  followed  by  a 
say  the  same.  But,  as  a  journalist,  he’s  decade  of  U.S.-backed  warring  backlash, 

also  taken  part  in  a  remarkable,  and  little-  ’90s  peace  pacts,  Sandinista  electoral 

known  chapter  in  the  history  of  freedom  fade-outs,  internal  bickering,  and  sex 
of  the  press.  scandals  —  this  battle-worn,  debt-weary 

“Many  of  us  in  the  media  would  col-  country  is  not  commonly  thought  of  as  a 
laborate  with  the  Sandinistas  in  their  proj-  center  of  media  liberties, 
ect  to  overthrow  the  Somozas,  who  had  The  anniversary  seemed  like  a  perfect 
been  in  power  for  nearly  a  half-century,”  time  to  look  into  this,  since  the  whole 
he  said.  “If  you  published  or  broadcast  country  seems  to  be  taking  stock  of  both 
anything  against  the  Somoza  government,  where  it’s  been  these  decades  and  where 
the  National  Security  Office  would  call  to  it’s  going. 

announce  that  your  equipment  was  going  Upon  arriving  in  Managua,  one  of  the 
to  be  confiscated.  You  could  also  be  killed.  first  things  you  notice  as  far  as  the  press 

“And  so  we  would  run  a  metro  story  is  concerned  is  that  street  hawkers  need 


both  hands  to  hold  up  their  wares. 
Amazingly,  this  tropical  capital  of  slight¬ 
ly  more  than  a  million  people  has  five 
dailies.  With  illiteracy  at  somewhere 
around  a  third  of  the  total  population,  this 
figure  doubly  impresses. 

But  only  two  papers  rule  the  show  — 
Barberena’s  El  Nuevo  Diario  and  La 
Prensa.  Both  have  circulations  that  hover 
around  20,(XX).  However,  at  32,  clean-cut 
editor  in  chief  Eduardo  Enriquez  over  at 
La  Prensa  couldn’t  be  more  in  contrast 
with  his  veteran  colleague  at  the  competi¬ 
tion.  La  Prensa  is  definitely  growing  and 
recently  became  the  first  paper  in 
Nicaragua  to  publish  The  Wall  Street 
Journal  as  a  weekly  supplement. 

In  Enriquez’s  office,  a  copy  of  a  letter 
with  a  Sandinista  official’s  signature  sits 
on  his  desk.  In  two,  bureaucratically  brief 
phrases,  the  missive  orders  La  Prensa  to 
shut  down  operations.  The  letter  was 
written  in  1986;  the  paper  was  reopened 
more  than  a  year  later,  “due  to  interna¬ 
tional  pressure,”  says  Enriquez. 

Of  course,  the  young  editor  hadn’t 
even  stepped  foot  in  La  Prensa's  news¬ 
room  at  the  time.  In  fact,  he  spent  13 
years  outside  the  country,  earning  a 
degree  in  Journalism  from  Florida  Inter¬ 
national  University  in  the  United  States. 

But  he’s  conscious  of  how  far  the  press 
has  come  in  his  homeland.  In  one  of  the 
ironies  that  a  small,  mercurial  country 
like  Nicaragua  is  bound  to  live  through, 
his  paper’s  staff  now  includes  several  re¬ 
porters  who  once  worked  on  the  official 
Sandinista  publication,  Barricada. 

La  Prensa's  editor  says,  “we’re  still 
learning  to  handle  the  liberty  we  now 
have  as  journalists.” 

Guillermo  Rothschuh,  dean  of 
Nicaragua’s  sole  communications  depart¬ 
ment,  a  former  journalist,  and  a  passion¬ 
ate  observer  of  the  media  in  his  country, 
asserts,  “Though  censorship  has  practi¬ 
cally  been  the  norm  in  Nicaragua  histori¬ 
cally  —  whether  from  Somoza  or  the 
Sandinistas  —  the  true  opposition  has 
always  been  the  press.  And  the  press  has 
played  a  fundamental  role  in  the  develop¬ 
ment  of  our  young  democracy.” 

Both  Enriquez  and  Barberena  trace  the 
onset  of  freedom  of  the  press  to  the  coun¬ 
try’s  first  democratic  elections,  which 
were  conducted  in  1990.  Rothschuh 
points  to  a  constitutional  reform  in  1995, 
making  it  illegal  for  the  government  to 
confiscate  equipment  from  newspaper, 
radio,  or  TV  news  offices. 

“In  the  last  decade,  we’ve  learned  a  lot 
as  journalists  here  in  Nicaragua,”  said 
Enriquez  between  interruptions  by 
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reporters  bearing  copy.  “Before,  the  press 
was  very  political  and  party-driven.  Now, 
people  have  shown  that  they  want  a  seri¬ 
ous,  independent,  and  professional  press 
...  one  that  helps  the  community. 

“We’re  also  interested  in  professional¬ 
izing  our  trade  and  creating  such  tools  as 
a  Code  of  Ethics  —  something  we  don’t 
have  in  the  paper  at  the  moment.”  contin¬ 
ued  the  editor,  who  as  a  teen-ager  taught 
peasants  to  read  under  the  Sandinista  gov¬ 
ernment. 

The  changing  relationship  between  the 
press  and  the  public  seems  to  be  working, 
since,  according  to  a  recent  Gallup  poll, 
the  media  were  voted  the  country’s  most 
trustworthy  institution. 

And  both  journalists  and  media  owners 
are  holding  fast  to  the  newfound  liberties. 
As  the  chain-smoking  political  reporter 
Barberena  put  it,  “We’ve  thrown  off  our 
chains  and  developed  independent  Journal¬ 
ism  here.  At  this  point  in  time,  touching 
freedom  of  the  press  would  be  like  touch¬ 
ing  a  beehive.”^! 


Pratt  is  a  free-lance  journalist  based  in 
Cali,  Colombia. 


BRIEFS 


Silha  dies  at  80 

Otto  A.  Silha.  80,  former  publisher  and 
president  of  the  Minneapolis  Star 
Tribune,  died  Sept.  1 1  of  a 
heart  attack.  Silha  spent  his 
career  in  newspapers  and 
his  retirement  upholding 
Journalism  ethics. 

Silha  graduated  from  the 
University  of  Minnesota  in 
1939,  Joining  the  Minneapolis  Star  as  a 
copy  editor. 

After  serving  in  U.S.  Air  Force  intelli¬ 
gence  during  World  War  11,  he  returned  to 
the  Star  and  Tribune  Co.  as  promotions 
director  and,  later,  personnel  director.  In 
1968,  Silha  became  executive  vice  presi¬ 
dent  and  publisher,  promoted  to  president 
in  1973,  and  finally  chairman  of  the  board 
of  directors  in  1979.  Silha  retired  in  1984, 
two  years  after  the  company  was  renamed 
Cowles  Media  Co. 

Silha  then  formed  Silha  Associates,  a 
media  and  management  consulting  orga¬ 
nization. 

In  1984,  the  University  of  Minnesota 
established  the  Silha  Center  for  the  Study 
of  Media  Ethics  and  Law  within  the  uni¬ 
versity's  School  of  Journalism  and  Mass 
Communication  with  the  help  of  a  $2- 
million  donation  by  Silha. 


Kruger  project 
doubles  deinking 

Kruger  Inc.  announced  a  $51  million 
(Canadian)  modernization  project  that  aims 
to  improve  paper  quality,  reduce  produc¬ 
tion  costs  (including  fossil  fuel  consump¬ 
tion),  and  double  the  capacity  of  deinking 
at  its  Bromptonville,  Quebec,  mill. 

Increasing  capacity  to  140,000  metric 
tons  per  year  at  the  7-year-old  deinking 
plant  will  put  more  recycled  fiber  into 


paper  produced  at  the  company’s  Bromp¬ 
tonville  and  Trois-Rivieres  plants. 

Newsprint 

numbers 

U.S.  dailies  used  759,(X)0  metric  tons  of 
newsprint  in  June,  1 .6%  more  than  a  year 
earlier,  according  to  the  Newspaper  Associ¬ 
ation  of  America.  Publishers’  end-of-month 
newsprint  inventories  totaled  984,000  tons 
(a  39-day  supply),  a  5%  decline  from  the 
1,036,(XX)  tons  (42  days)  in  June  1998. 


Ideas,  Integrity  and  Trust  in  Action 


August  1999 


Congratulations  to 

The  Record-Journal  Publishing  Company 
AND  The  White  Family  of  Meriden,  CT 

ON  THE  ACQUISITION  OF 

The  Westerly,  RI  Sun 
FROM  TTte  Utter  Family 

AdMedia  Partners  is  pleased  to  serve  as  financial  advisors 
to  The  Record-Journal  Publishing  Company  on  its 
acquisition  program. 


AdMedia  Partners,  Inc. 

Ideas,  Experience  And  Trust 

Investment  Bankers  to  the  Newspaper  Industry 

444  Madison  Avenue,  1 9th  Floor 
New  York,  NY  10022 
Phone;  212-759  1870  Fax:  212-888-4960 
E-mail:  info@admediapartners.com 
Website;  www.admediapartners.com 
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storm  warnings  delay 
launch  of  new  Herald 


by  Lucia  Moses 

As  Hurricane  Floyd  barreled  toward 
Florida.  The  Miami  Herald  decid¬ 
ed  to  put  off  the  launch  of  its 
redesigned  and  resized  look. 

But  not  for  long.  The  Herald,  which 
has  been  planning  the  changes  about  a 
year,  is  looking  at  a  Sept.  24  start  date. 
With  about  three  quarters  of  the  20  largest 
broadsheets  in  the  United  States  already 
having  trimmed  their  web  width  or  in  the 
process  of  doing  so,  the  Herald  is  playing 
catch-up. 

Fueled  by  rising  newsprint  costs  a  few 
years  ago,  the  movement  toward  narrow¬ 
er  pages  hasn’t  let  up  even  as  paper 


prices  dropped.  By  lopping  off  two  inch¬ 
es  on  each  side,  newspapers  can  save 
about  7%  on  newsprint,  their  biggest 
expense  outside  payroll,  although  actual 
savings  may  be  closer  to  4%.  News¬ 
papers  have  found  in  focus  groups  that 
readers  don't  notice  or  prefer  the  narrow¬ 
er  format. 

Frank  McComas,  senior  vice  president 
for  operations  at  Knight  Bidder,  which 
owns  the  Herald,  said  the  conversion  is 
expected  to  save  several  million  dollars  a 
year,  which  will  be  spent  partly  on  pro¬ 
motions  and  fattening  the  news  hole. 

“No.  1,  obviously  there’ll  be  major  sav¬ 
ings,  and  No.  2,  dozens  of  focus  groups 
have  pretty  uniformly  come  back  with  a 


IF-  Ehe  JHiatni  Hera© 


An  early  prototype  of  the  redesigned,  nar¬ 


rower  Miami  Herald  (foreground) 


E&?  STOCKWATCH 


E&P's  Stockwatch  is  updated  daily  at  http://www.niediainfo.com/stocks. 


NET  PERCENT 

INDEX  VALUE  CHANGE  CHANGE 

NET  PERCENT 

INDEX  VALUE  CHANGE  CHANGE 

E&P  Newspaper  Stock  Index  1106.38  4.61  0.42% 

E&P  TV/Cable  Stock  Index  1073.17  -42.38  -3.80% 

E&P  Internet  Stock  Index  1305.20  2.34  0.18% 

Dow  Jones  Industrial  Average  10801.42  -234.92  -2.13% 

E&P  Magazine  Stock  Index  937.97  -48.14  -5.13% 

NASDAQ  2814.17  5.43  0.19% 

E&P  Radio  Stock  Index  1173.66  -20.29  -1.73% 

S&P500  1317.97  -26.18  -1.95% 

Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests  as  of  Wednesday,  Sept.  15. 


COMPANY  NAME 

SYMBOL 

CLOSE 

9/15/99  9/8/99 

NET 

CHANGE 

PERCENT 

CHANGE 

YTD  NET 
CHANGE 

YTD% 

CHANGE 

52-WEEK 
HIGH  LOW 

•WEEKLY 

VOLUME 

Belo 

BLC 

20.50 

19.69 

0.81 

4.13% 

0.56 

2.82% 

24.50 

13.93 

414,500 

Central  Newspapers 

ECP 

43.25 

42.00 

1.25 

2.98% 

7.53 

21.08% 

43.75 

27.37 

159,500 

Dow  Jones  &  Co 

DJ 

53.44 

51.63 

1.81 

3.51% 

5.31 

11.04% 

56.37 

41.56 

159,500 

E.W.  Scripps 

SSP 

49.19 

49.56 

-0.38 

-0.76% 

-0.56 

-1.13% 

53.00 

38.50 

58,000 

Gannett  Co 

GCI 

70.63 

70.00 

0.63 

0.89% 

6.13 

9.50% 

77.00 

47.62 

1,106,500 

Harte-Hanks  Inc 

HHS 

23.63 

23.88 

-0.25 

-1.05% 

-4.88 

-17.11% 

29.25 

17.37 

186,500 

Hollinger  Inti  Inc 

HLR 

11.88 

11.31 

0.56 

4.97% 

-2.06 

-14.80% 

16.81 

9.81 

472,500 

Journal  Register 

JRC 

15.25 

15.06 

0.19 

1.24% 

0.25 

1.67% 

23.00 

11.37 

37,000 

Knight  Ridder  Inc 

KRI 

53.94 

55.31 

-1.38 

-2.49% 

2.81 

5.50% 

56.93 

40.50 

919,000 

Lee  Enterprises 

LEE 

28.81 

29.19 

-0.38 

-1.28% 

-2.69 

-8.53% 

31.50 

21.81 

89,500 

McClatchy  Co 

MNI 

36.06 

37.31 

-1.25 

-3.35% 

0.69 

1.94% 

38.75 

24.93 

83,000 

Media  General 

MEG.A 

49.75 

49.88 

-0.13 

-0.25% 

-3.25 

-6.13% 

59.50 

33.87 

52,500 

New  York  Times 

NYT 

40.75 

39.25 

1.50 

3.82% 

6.06 

17.48% 

40.50 

20.50 

645,000 

Pulitzer  Inc 

PTZ 

45.13 

46.13 

-1.00 

-2.17% 

2.63 

6.18% 

48.56 

39.87 

52,500 

Thomson  Corp  (a) 

TOC 

43.40 

43.95 

-0.55 

-1.25% 

11.78 

37.23% 

NA 

NA 

760,163 

Times  Mirror 

TMC 

65.56 

64.81 

0.75 

1.16% 

9.56 

17.08% 

66.81 

48.93 

137,000 

Tribune  Co** 

TRB 

47.75 

48.97 

-1.22 

-2.49% 

14.75 

44.70% 

49.93 

22.37 

2,459,500 

Washington  Post 

WPO 

537.50 

548.25 

-10.75 

-1.96% 

-40.44 

-7.00% 

594.50 

481.31 

15,500 

‘Number  of  shares  traded  (a)  Canadian  dollars 
"Ad  justed  for  2-for-1  stock  split  Sept.  10 

Source:  Nordby  International  Inc.  (nordby.com),  Boulder,  Colo. 
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strong  preference  for  a  narrow  size,”  said  Alberto  Ibargiien.  pub¬ 
lisher  of  the  Herald. 

Along  with  the  width  reduction  will  come  design  changes 
aimed  at  making  the  paper  cleaner  and  easier  to  navigate. 

The  Herald  plans  to  add  about  20  editorial  pages,  mainly  in 
the  metro  and  business  sections.  The  revamped  paper  will  have 
a  new  font  and  news  summary,  and  it  will  jump  Page  One  stories 
to  the  next  page.  At  the  same  time,  the  Herald  is  spending  $110 
million  on  new  presses,  which  will  allow  for  more  pages  and  use 
of  color. 

Herald  Design  Director  Nuri  Ducassi  said  she  tried  to  make 
the  paper  easier  to  navigate  and  more  dynamic  with  the  market’s 
single-copy  buyers,  tourists,  and  elderly  in  mind. 

“There’s  a  lot  of  impulse  buyers  in  Miami.”  said  Ducassi,  who 
redesigned  the  San  Jose  (Calif.)  Mercury  News,  another  Knight 
Ridder  paper,  before  coming  to  Miami.  “We  made  it  very  typo¬ 
graphically  crisp,  extremely  organized.” 

In  moving  to  the  50-inch  web  width,  the  Herald  follows  The 
Washington  Post  and  The  Denver  Post,  which  already  have  made 
the  switch.  The  Los  Angeles  Times  plans  to  convert  by  the  end  of 
the  year,  and  the  Journal  Register  Co.  expects  to  have  most  of  its 
25  daily  papers  converted  by  the  end  of  the  year  as  well,  to  name 
others.  The  Herald  is  the  first  of  Knight  Ridder’s  31  daily  papers 
to  shrink,  and  the  company  expects  its  others  to  follow  in  the 
next  couple  of  years. 

Still,  the  roughly  1 15  U.S.  broadsheets  that  have  shrunk  their 
page  width  or  are  in  the  process  represent  only  about  8%  of  the 
total.  "There’s  a  widespread  acceptance  that  most  papers  will  go 
to  a  50-inch  web,  but  it’ll  take  a  number  of  years,”  said  Nick 
Cannistraro,  president  of  the  Newspaper  National  Network,  a 
newspaper  ad  sales  organization. 

Converting  is  an  expensive  Job.  and  press  manufacturers  have 
limited  resources  to  make  the  necessary  equipment  adjustments, 
he  explained. 

That  also  means  the  current  standard  advertising  unit  (SAU) 
will  likely  be  around  for  some  time. 

The  Newspaper  Association  of  America  (naa)  is  still  early 
in  the  process  of  coming  up  with  a  new  standard.  The  associa¬ 
tion  is  working  with  a  group  of  industry  members  to  come  up 
with  a  standard  margin  size  for  papers  printed  on  a  50-inch- 
wide  press,  which  will  make  it  easier  to  eventually  devise  a 
new  SAU.  The  group  hopes  to  make  a  recommendation  to  the 
NAA  board  this  fall. 

“At  this  point,  we’re  not  advocating  a  change  in  SAU,”  said 
John  Kimball,  the  naa’s  chief  marketing  officer.  “The  vast 
majority  of  U.S.  newspapers  are  still  at  a  54-inch  web.  The 
advertisers  seem  to  be  happy  with  how  the  process  has  worked 
out.” 

Some  would  prefer  quicker  action.  Even  as  he  conceded  his 
company  was  late  in  converting  to  the  50-inch  web  width,  Knight 
Ridder  Chairman  and  CEO  Tony  Ridder  told  stock  analysts  at  a 
meeting  in  June,  “I  think  the  industry’s  going  to  have  to  get  their 
act  together,  because  we  have  to  come  up  with  a  standard  size.” 

Wise,  weekly  sold 

L.  James  O’Day  has  sold  Foto  News,  a  17,300-free-distribu- 
tion  weekly  in  Merrill,  Wise.,  to  Add  Inc.,  a  Wisconsin  company 
with  publishing  and  printing  interests  in  10  states.  Bolitho-Cribb 
&  Associates  represented  O’ Day  in  the  transaction.  No  sale  price 
was  disclosed. 
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The  First  Amendment 
doesn’t  apply  here 

College  journalists  are  getting  a  chilly  welcome  back  to  campus  this  year.  First,  a 
federal  appeals  court  —  overturning  three  decades  of  legal  precedents  —  ruled 
that  college  students  might  as  well  be  back  in  high  school  for  all  the  First 
Amendment  rights  they  have.  Then  a  person  or  persons  unknown  at  the  University  of 
Missouri-Columbia  stole  6,000  copies  of  The  Maneater,  apparently  because  they  didn’t 
like  the  lead  article  in  the  student  paper. 

Censorship  by  the  courts.  Censorship  in  the  streets.  And  it’s  still  only  September.  Is 
this  any  way  to  educate  the  professional  Journalists  of  the  future? 

Of  course,  as  the  great  Indiana  humorist  and  Journalist  George  Ade  wrote,  there  are 
at  least  two  kinds  of  education.  So  while  undergraduates  and  professors  engage  in 
Socratic  dialog  on  the  lofty  ideals  of  Journalism  as  seen  from  the  groves  of  Academe, 
back  in  the  newsroom,  student  Journalists  are  getting  their  first  taste  of  life  in  an  often 
unloved  craft. 

It’s  gratifying  to  see  the  feisty  reactions  on  some  campuses  to  these  recent  outrages. 
We  salute  especially  the  student  editors  at  Texas  Tech  University  who  transformed  the 
Sept.  9  issue  of  their  paper  to  graphically  demonstrate  what  a  fettered  press  looks  like. 
Starting  with  a  huge  front-page  headline  declaring  “THIS  IS  CENSORSHIP,”  the 
University  Daily  repeatedly  published  the  word  “censorship”  where  articles  would  nor¬ 
mally  appear. 

In  Missouri,  Journalists  at  The  Maneater  are  similarly  clear-eyed  about  what  the  theft 
of  their  newspapers  means.  “The  people  who  did  this  may  think  they  were  doing  some 
Ghandiesque  act  of  civil  disobedience,”  editor  in  chief  Jake  Wagman  said,  “when  in 
reality  it  was  not  democratic  at  all.  It  was  censorship  in  its  most  base  form.” 

These  kids  are  showing  greater  maturity  and  Judgment  than  the  cowardly  thieves  in 
Missouri  —  or  the  6th  Circuit  Court  of  Appeals  panel  that  ruled  2-1  that  Kentucky  State 
University  officials  had  the  right  to  censor  student  Journalists  by  seizing  nearly  2,000 
copies  of  the  1994  yearbook  because  they  didn’t  like  the  color  of  the  cover.  In  a  line  of 
reasoning  fatuous  even  by  the  standards  of  the  federal  Judiciary,  the  panel  declared,  “In 
light  of  the  indisputably  poor  quality  of  the  yearbook,  it  is  also  reasonable  that  KSU 
might  cut  its  losses  by  refusing  to  distribute  a  university  publication  that  might  tarnish, 
rather  than  enhance,  its  image.”  In  other  words,  a  student’s  right  of  free  press  depends 
on  how  well  developed  his  graphic  design  sense  is. 

The  6th  Circuit  decision  threatens  all  college  Journalists.  It  throws  out  more  than  30 
years  of  case  law  clearly  establishing  that  college  Journalists  have  the  same  First 
Amendment  rights  as  professionals.  By  extending  the  U.S.  Supreme  Court’s  1988 
Hazelwood  decision  to  universities,  the  panel  is  saying  that  college  administrators  can 
censor  the  Journalists  on  their  campus  as  promiscuously  as  principals  can  censor  high- 
school  newspapers. 

Nowhere  in  the  45  words  of  the  First  Amendment  is  there  any  mention  of  an  age 
requirement.  Yet,  like  bouncers  at  a  campus  tavern,  the  6th  Circuit  Judges  are  checking 
IDS  at  the  door  to  a  free  press.  This  appalling  decision  cries  out  to  be  overturned. 
Perhaps  it’s  the  court  that  should  be  censored. 
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Strange  days, 
indeed 

There  are  strange  things  going  on  in 
newsrooms  across  the  country  but  the 
small  (3,200  weekly)  Marlin  (Texas) 
Democrat  appears  to  have  a  giant-size 
problem  [E&P,  “To  tell  or  not  to  tell,” 
Aug.  21,  p.  10]. 

This  is  the  chilling  case  of  reporter  vs. 
publisher,  and  it  makes  one  wonder  how 
many  newsrooms  are  encountering  the 
same  problem.  In  one  comer  is  reporter 
Chelsea  Jackson,  who  disagreed  with  the 
publisher’s  policies  and  appeared  on  local 
TV  to  air  her  complaints  ...  not  once  but 
twice.  In  the  other  comer  is  publisher  Lois 
Cooper,  who,  Jackson  said,  refuses  to 
investigate  school  board  members  out  of 
fear  of  lawsuits  and  also  allowed  a  school- 
district  official  to  edit  parts  of  a  news  story. 

Jackson  felt  compelled  to  take  her  case 
to  TV,  but,  in  so  doing,  ran  the  risk  of  retal¬ 
iation  by  the  publisher.  As  could  be 
expected.  Jackson  was  fired.  Although 
Cooper  says  the  cause  was  poor  perfor¬ 
mance,  it’s  a  good  bet  Jackson’s  TV 
appearances  had  something  to  do  with  it. 

As  for  Cooper,  if  Jackson’s  charges  are 
tme,  the  publisher  is  sending  a  dangerous 
message  to  her  staff  that  the  newspaper  is 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  17,  1949 

An  agreement  ending  the  22-month- 
old  strike  of  printers  against  five 
Chicago  dailies  was  reached  in  a  sur¬ 
prise  meeting. 


The  Binghamton  (N.Y.)  Press  put 
out  its  first  Sunday  edition  Sept.  1 1 . 
The  first  edition  of  the  new  paper 
known  as  the  Sunday  Press  was  a 
sellout. 


Yankee  clipper  Joe  DiMaggio  has 
been  signed  by  Scripps-Howard  News¬ 
papers  to  discuss  the  American  League 
pennant  race  and  the  World  Series. 


American  newspapers  are  too  thick, 
too  big,  for  the  average  reader  who 
spends  a  nickel,  according  to  50 
Western  European  publishers  and  edi¬ 
tors,  who  are  representing  14  nations 
on  a  so-called  “discovery”  tour  of  the 
United  States. 


mnning  scared  and  will  back  off  pertinent 
and  controversial  stories.  How  can  she 
possibly  cultivate  a  climate  of  hard-hitting 
and  professional  news  coverage  if  she 
allows  such  harmful  practices  to  continue? 

The  sad  answer:  Cooper  may  be  just  one 
more  publisher  who  is  afraid  of  making 
waves  and  prefers  the  safe,  “feel  good” 
stories.  Editors  and  reporters  who  are 
undercut  by  the  management  of  their  own 
newspaper  have  few  choices:  either  tolerate 
the  policies  or  quit.  Jackson  fought  back  by 
going  public,  saying  “I  have  to  live  with 
myself  and  do  what’s  right.”  Unfortunately, 
by  doing  so,  she  became  an  easy  target. 

William  Chanin 
executive  editor 
Community  Publications  Inc. 

Hockessin,  Del. 

Fear  of  a 
green  planet 

An  article  on  the  Society  of  Environ¬ 
mental  Journalists  [E&P,  Aug.  21,  p-  16] 
provided  the  bare  facts  as  this  group  heads 


into  its  second  decade,  and  it  did  this  well. 

However,  it  need  also  be  said  that  its 
members  have  been  responsible  for  wide¬ 
spread,  baseless  fears  over  the  years  by 
serving  as  conduits  for  the  major  environ¬ 
mental  organizations  and  their  endless 
scare  campaigns  directed  against  fossil- 
fuel  use  for  energy,  the  use  of  automobiles 
and  other  vehicles,  the  use  of  pesticides  to 
protect  people  against  insect  and  rodent 
infestations,  the  use  of  herbicides  to  protect 
food  crops,  the  bogus  Alar  scare,  the  bogus 
“acid  rain”  claims,  the  unsubstantiated 
claims  of  “urban  sprawl,”  and,  of  course, 
global  warming,  even  though  not  one  scin¬ 
tilla  of  climatological  fact  supports  it. 

For  the  record,  the  earth’s  average  cli¬ 
mate  has  not  warmed  since  the  1940s.  SEI 
is  not  an  organization  any  serious,  self- 
respecting  journalist  would  want  to  join. 
They  have  discredited  science  writing 
with  their  Green  agenda.  The  sooner  it 
disbands,  the  better. 


Alan  Caruba 
founder 

The  National  Anxiety  Center 
Maplewood.  N.J. 
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ARIZONA 

Pam  Johnson  to  senior  vice  presi¬ 
dent/news  and  executive  editor  of  The 
Arizona  Republic  in  Phoenix  from  vice 
president/news  and  executive  editor  at  the 
daily. 

Julia  Wallace  to  vice  president  and 
managing  editor  from  managing  editor. 

Rich  Cox  to  senior  vice  pres¬ 
ident/operations  and  product  management 
from  vice  president/operations  and  product 
management. 

Jon  Heid  to  senior  vice  president  and 
chief  financial  officer  from  chief  financial 
officer. 

David  Alley  to  vice  president/advertis¬ 
ing  from  advertising  director. 

Toni  Antoneiiis  to  vice  president/ 
strategy  and  organizational  development 
from  organizational  development  director. 

Jim  Diaz  to  vice  president/marketing 
from  marketing  strategy  director. 

Bob  Kotwasinski  to  vice  president/ 
production  from  production  director. 

Leon  Levitt  to  vice  president/circula¬ 
tion  from  circulation  director. 

Fred  Dai  Broi  to  director  of  produc¬ 
tion  operations  from  deputy  production 
director. 


BARNETT  MECHANIC 

THE  PRESS  NEW  YORK 

DEMOCRAT  POST 


CALIFORNIA 

Catherine  Barnett  to  executive  edi¬ 
tor  of  The  Press  Democrat  in  Santa  Rosa 
from  senior  editor/days.  Barnett  succeeds 
Bruce  W.  Kyse.  who  resigned  to  manage 
Winetoday.com.  Winetoday  and  The  Press 
Democrat  are  owned  by  the  New  York 
Times  Co. 

Ciayton  Haswell  to  chief  of  bureau 
in  San  Francisco  for  The  Associated  Press. 
Haswell  was  most  recently  executive  edi¬ 
tor  and  vice  president  of  Lesher  Com¬ 
munications,  a  group  of  five  daily  newspa¬ 
pers  in  the  San  Francisco  area  now  owned 
by  Knight  Bidder.  Haswell  succeeds  Dan 
Day,  who  was  named  a  general  executive 
in  newspaper  membership  at  AP  headquar¬ 
ters  in  New  York. 
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various  baseball  learns  Ellering  gaining 


Larson  Publications,  Inc. 

of  Osseo,  MN  has  sold 

Osseo-Maple  Grove  (MN)  Press 
North  Crow  River  (MN)  News 
Champlin-Dayton  (MN)  Press 
Delano  (MN)  Eagle 
South  Crow  River  (MN)  News 
Rockford  Area  (MN)  News  Leader 
StearnS'Morrison  (MN)  Enterprise 
Melrose  (MN)  Beacon 
(43,000  combined  distribution) 
to 


Lionheart  Newspapers 

We  are  proud  to  have  represented 
Larson  Publications,  Inc,,  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.820.2700  FAX:  505.82O.29OO 

E-mail:  info^Ddirksvanessf. n.com  http://www.dirksvanf. ssen.com 


SHARP 

THE  ANN  ARBOR 
NEWS 


COLORADO 

Glenn  Guzzo  to  editor  of  The  Denver 
Post  from  managing  editor  of  the  Akron 
(Ohio)  Beacon  Journal.  Guzzo  succeeds 

Dennis  A.  Britton,  effective  Oct.  1 
(E<S?P,  Sept.  4,  p.  8). 

Jack  McElroy  to  Internet  general 
manager  of  the  Denver  Rocky  Mountain 
News  from  managing  editor  at  the  newspa¬ 
per.  McElroy  succeeds  Wes  Jackson, 
who  has  been  promoted  to  a  role  in  the  New 
Media  Division  of  E.W.  Scripps  Co.,  parent 
of  the  News. 

Deborah  Goeken  to  managing  editor 
of  the  daily  from  assistant  managing  editor. 

ILLINOIS 

Jay  Hughes  to  correspondent  for  AP  in 
Peoria  from  newsman  in  AP’s  Oklahoma 
City  bureau.  Hughes  succeeds  Chris¬ 
topher  Thorne,  who  was  recently  named 
AP  correspondent  in  Dover,  Del. 

Leigh  Daughtridge  to  central  pho¬ 
tographer  for  Copley  Chicago  Newspapers 
from  staff  photographer  at  The  Commercial 
Appeal  in  Memphis,  Tenn.  Daughtridge 
succeeds  Brian  Plonka. 

Michelle  Patterson  to  photo  editor 
for  the  group’s  Herald  News  in  Joliet  from 
staff  photographer  for  the  Lexington  (Ky.) 
Herald-Leader.  Patterson  succeeds  Mich¬ 
ael  Hamtil.  who  has  taken  a  position  in 
Naperville  with  Sun  Publications,  Copley’s 
weekly  newspaper  division. 

IOWA 

Lyle  Muller  to  editor  of  the  soon-to-be- 
launched  daily  Iowa  City  Gazette  from 
bureau  chief  of  the  Iowa  City  news  office  of 
The  Gazette  in  Cedar  Rapids.  Muller  will 
continue  to  direct  Iowa  City  news  coverage 
in  addition  to  his  new  responsibilities. 

Steve  Lorenz  to  direct  the  multimedia 
advertising  sales  team  in  Iowa  City  from 
advertising  sales  representative  at  The 
Gazette. 

MASSACHUSEnS 

Steve  Billingham  to  assistant  manag¬ 
ing  editor  for  operations  and  administration 
at  The  Eagle-Tribune  in  Lawrence  from 
managing  editor/news  at  the  daily. 

Alan  J.  White  to  assistant  managing 


GATES 

THE  ADVOCATE 
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editor  for  news  from  metro  editor. 

Sondra  Longo  to  assistant  managing 
editor  for  features  and  design  from  technol¬ 
ogy  and  design  editor.  Billingham,  White, 
and  Longo  all  will  serve  on  the  paper’s  edi¬ 
torial  board. 

Russ  Conway  to  associate  editor 
from  sports  editor.  Bill  Burt  to  executive 
sports  editor  from  columnist.  Hector 
Longo  to  news  editor  from  Page  One  edi¬ 
tor.  John  Macone  to  assistant  metro  edi¬ 
tor  from  state-government  reporter. 

Leigh  Higginbottom  to  administra¬ 
tive  assistant  for  the  newsroom  from  secre¬ 
tary  to  the  editor. 

MICHIGAN 

David  C.  Sharp  to  publisher  of  The 
Ann  Arbor  News  from  publisher  of  the 
Lubbock  (Texas)  Avalanche-Joumal,  ef¬ 
fective  Oct.  11.  Sharp  succeeds  David 
Wierman.  who  is  retiring, 

MISSOURI 

Doug  Johnson  to  correspondent  for 
AP  in  Springfield  from  newsman  in  AP’s 
Albany,  N.Y.,  bureau.  Johnson  succeeds 
John  Rogers,  who  became  night  super¬ 
visor  at  AP’s  Los  Angeles  bureau. 

NEBRASKA 

Michael  Kirk  to  director  of  finance  of 
at  the  Omaha  World-Herald  from  president 
of  his  own  accounting  firm,  effective  Oct. 
1.  Kirk  replaces  John  Schlueter. 

NEW  YORK 

Barry  Mechanic  to  vice  president  of 
operations  for  the  New  York  Post  from  vice 
president  of  technology  and  development. 
Mechanic  will  oversee  operations  at  the 
Post's  new  South  Bronx  production  plant 
and  the  existing  facility  in  Manhattan. 

Douglas  E.  Trainor  to  vice  presi¬ 
dent/systems  and  technology  at  The 
Journal  News  in  White  Plains  from  vice 
president  of  MIS  at  the  Phoenix  House 
Foundation.  Trainor  succeeds  Sherman 
M.  Bonder,  who  was  named  president 
and  publisher  of  the  Norwich  (Conn.) 
Bulletin  in  March. 

Caroline  Diamond  Harrison  to  the 

newly  created  position  of  general  manager 
at  the  daily  Staten  Island  Advance  from 
general  manager  of  The  Patriot-News  in 
Harrisburg,  Pa. 

OHIO 

Charles  Gates  to  managing  editor  of 
The  Advocate  in  Newark.  Most  recently. 
Gates  served  as  executive  news  editor  for 
The  Ledger  in  Lakeland,  Fla.  Gates  suc¬ 
ceeds  Dan  Shaw,  who  left  in  June  to 


become  publisher  of  The  Marion  Star.  The 
Advocate  and  the  Star  are  both  owned  by 
Thomson  Newspapers. 

TEXAS 

Fritzi  G.  Pikes  to  executive  vice  pres¬ 
ident  at  The  Dallas  Morning  News  from 
senior  vice  president/finance  and  adminis¬ 
tration. 

Sergio  H.  Salinas  to  senior  vice  pres¬ 
ident/sales  and  marketing  from  vice  presi¬ 
dent/advertising.  Salinas  succeeds 
Richard  Starks,  who  is  resigning  to  pur¬ 
sue  local  entrepreneurial  ventures. 

VIRGINIA 

Lisa  B.  Bohnaker  to  the  newly  cre¬ 
ated  position  of  vice  president  and  direc¬ 
tor  of  marketing  at  the  Daily  Press  in 
Newport  News  from  director  of  new  busi¬ 
ness  development. 


OBITUARIES 


Kenneth  James  Evans.  46,  writer 
for  the  Las  Vegas  Review-Journal,  died 
Sept.  10  of  an  apparently  self-inflicted 
gunshot  wound.  His  death  came  only  a 
day  after  the  death  of  a  colleague.  Rafael 
Tammariello,  a  columnist  and  editorial 
writer  for  the  newspaper  (see  obituary 
below).  Evans  joined  the  Review-Journal 
in  1987  as  a  reporter  for  Nevadan,  the 
newspaper’s  Sunday  magazine,  which 
ceased  publication  in  1990.  In  1992,  he 
became  public  information  officer  for  the 
Nevada  Commission  on  Tourism,  a  posi¬ 
tion  he  held  for  five  years  before  rejoining 
the  Review-Journal  last  year. 

Glen  O.  Long.  74,  former  publisher 
of  the  La  Grange  (Ga.)  Daily  News,  died 
Sept.  13  of  leukemia.  Long,  who  took 
over  as  publisher  Sept.  1,  1961,  dedicated 
the  newspaper  to  attracting  new  and 
diversified  jobs  to  La  Grange.  He  also  led 
a  drive  to  organize  a  chamber  of  com¬ 
merce,  twice  serving  as  its  president. 
Long  and  his  colleagues  succeeded  in 
bringing  more  than  40  new  industries  to 
La  Grange,  creating  nearly  7,000  jobs. 
Long  retired  as  publisher  in  1995. 

Robert  L.  Nunley,  65,  former  pub¬ 
lisher  and  a  builder  of  the  Donrey  Media 
Group,  died  Sept.  1 1  of  a  heart  attack. 
Nunley  worked  as  a  welder,  coal  miner, 
paper-mill  hand,  and  even  mayor  of 
Panama,  Okla..  before  beginning  his  news¬ 
paper  career  in  1959.  While  Nunley  began 
as  a  temporary  country  circulation  manag¬ 
er  for  the  Fort  Smith  (Ark.)  Times  Record 
and  Southwest  American,  also  in  Fort 
Smith,  he  stayed  on  and  rose  through  the 
ranks,  eventually  becoming  circulation 
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director  and  circulation  consultant  for  the 
Eastern  Newspaper  Division  of  the  Donrey 
Media  Group.  In  1974,  he  assumed  respon¬ 
sibilities  for  the  operation  of  the  merged 
Southwest  Times  Record,  and  also  super¬ 
vised  operations  of  Donrey  newspapers 
elsewhere  in  Arkansas,  Iowa,  Missouri, 
Tennessee  and  North  Carolina.  Nunley 
served  as  publisher  of  the  Times  Record 
from  1991  until  his  retirement  in  1994. 

Ray  Recchi.  51,  who  spent  his  30- 
year  career  at  the  Sun-Sentinel  in  Fort 
Lauderdale,  died  Sept.  9  of  cancer. 
Recchi  spent  seven  years  in  sports,  two  as 
executive  sports  editor,  covering  every¬ 
thing  from  high  school  football  to  tennis. 
He  moved  to  the  entertainment  section  in 
1975  and  within  two  years  was  named 
section  editor.  In  1985,  he  became  a  full¬ 
time  columnist. 

Rafael  Elliott  Tammariello,  48, 

award-winning  editorial  writer  for  the 
Las  Vegas  Review-Journal,  died  Sept.  9  of 
an  apparent  heart  attack.  Tammariello,  a 
former  business  editor  and  editorial  editor 
at  the  newspaper,  served  most  recently  as 
an  editorial  writer  and  columnist. 
Tammariello’s  work  won  numerous 
awards,  including  honors  from  the 
Nevada  Press  Association  in  1987  and 
1990  for  best  editorial.  He  will  be 
posthumously  awarded  an  honorable 
mention  for  best  editorial  writing  at  the 
association’s  upcoming  convention. 

W.L.  Ward  Jr.,  54,  former  state  editor 
of  The  Times  in  Shreveport,  La.,  died 
Sept.  13  after  a  long  battle  against 
leukemia.  Ward  was  former  managing 
editor  of  the  Camden  (Ark.)  News.  Ward 
left  Camden  in  1972  to  join  the  Times, 
where  he  worked  his  way  up  from 
copy  editor.  Ward  left  the  Times  in 
March  1998. 


AWARDS 


The  1999  Korn/Ferry  Interna¬ 
tional  Journalism  Award  for  Ex¬ 
cellence  in  United  Nations 
Reporting,  was  awarded  to  Barbara 
Crossette,  U.N.  correspondent  for  The 
New  York  Times.  The  award,  established  in 
1989  by  executive  search  firm  Kom/Ferry 
International  in  cooperation  with  the 
Business  Council  of  the  United  Nations 
(BCUN),  recognizes  U.S.  journalists  who 
contribute  most  significantly  to  the  under¬ 
standing  of  the  United  Nations.  Crossette 
was  officially  honored  for  her  achievement 
at  a  Sept.  14  dinner  hosted  by  the  BCUN 
ambassador  in  New  York,  where  she 
received  the  first-place  prize  of  $5,000. 
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Is  this  man 
the  savior 
of  the 
newspaper 
industry? 


William  Dean  Singleton  likes  to 
tell  a  story  about  how  he  runs 
a  newspaper.  He’s  sitting  in 
his  1 4th-floor  office  in  Denver,  his  Media- 
News  empire  brain  trust  arrayed  around 
him  —  chief  operating  officer  Tony 
Tierno,  chief  financial  officer  Jody 
Lodovic,  and  MediaNews  Technologies 
honcho  Peter  Bernhard. 

Through  the  window  behind  him  is  a 
fabulous  panorama  of  Colorado’s  snow¬ 
capped  Rocky  Mountains.  But  Singleton 
begins  his  story  in  Eureka,  Calif.,  when,  in 
1996,  he  bought  the  daily  Times-Standard. 

At  the  time  of  the  purchase,  Singleton 
says,  the  local  Eureka  shopper  made  as 
much  profit  as  his  daily  Times-Standard. 
And  that  was  unacceptable.  “I  told  the 
[Times-Standard]  publisher,  ‘We  should 
do  a  TMC  [total  market  coverage  paper  that 
gets  distributed  free  to  all  households],”’ 
Singleton  recalls.  The  publisher  respond¬ 
ed,  ‘“Why?  They  [the  shopper]  are  doing 
such  a  good  job.’”  Singleton  pauses  for 
effect.  Then,  he  says,  ‘‘He’s  gone  [the 
publisher],  and  the  shopper’s  gone.” 

The  kicker  sends  a  chuckle  through 
Tierno,  Lodovic,  and  Bernhard.  They  know 


Brooks  Freehill 

William  Dean  Singleton’s  MediaNews  Group  Inc.  may  be  the  prototype  for  the  21st- 
century  newspaper  company:  lean,  mean  —  and  profitable. 


the  rules:  Dean  Singleton  fights  to  win. 

And  if  you  don’t  play  by  MediaNews 
CEO  and  president  Singleton’s  rules,  you 
don’t  last. 

‘YOU  CAN  DO  IT  CHEAP’ 

The  fact  is  there’s  no  middle  ground  to 
Dean  Singleton.  And  industry  opinions  — 
and  there  are  many  —  of  the  48-year-old 
media  mogul  don’t  wallow  in  the  center, 
either. 

His  detractors  brand  Singleton  as  a 
ruthless  operator  who  slashes  salaries, 
cuts  staff,  and  publishes  papers  that  will 
never  be  known  for  their  editorial  quality. 


To  his  defenders,  he’s  an  innovator  who 
has  shown  a  mature,  sometimes  hide¬ 
bound  industry  how  to  restore  a  daily 
newspaper  to  profitability. 

Yet,  interviews  with  newspaper  indus¬ 
try  executives  reveal  that  despite  the 
mixed  feelings  Singleton  provokes,  his 
MediaNews  Group,  now  the  seventh- 
largest  newspaper  company  in  America, 
may  be  the  prototype  for  the  21st  century 
newspaper  company:  lean,  mean  —  and 
profitable. 

Consider  MediaNews’  Internet  opera¬ 
tions  in  Denver,  where  the  Web  sites  for 
30  newspapers  are  centralized  in  one 
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office  with  a  staff  of  just  10  people. 

“You  can  do  it  cheap,”  says  CFO 
Lodovic,  whose  informal  comment  could 
serve  as  the  official  mantra  for  a  company 
that  expects  to  post  $1  billion  in  revenues 
for  1999.  “Trust  me.  We  do.” 

And  MediaNews  can  be  mean.  It  cut 
staffing  at  The  Oakland  (Calif.)  Tribune 
by  more  than  50%  after  it  bought  the 
paper  in  1992. 

“We  took  a  dying  newspaper  and  gave 
it  a  breath  of  life,”  explains  coo  Tiemo. 
“We  took  some  flak  for  it,  but  we  kept  it 
alive.” 

For  reporters,  editors  and  publishers, 
manning  a  Singleton  ship  can  be  a  wild  — 
some  say  miserable  —  ride.  But 
Singleton’s  ways  could  be  the  sign  of  the 
times  to  come.  Already  the  industry  has 
taken  note  of  —  some  say  followed  — 
Singleton’s  clustering  of  newspapers  to 
achieve  economies  of  scale  and  his  efforts 
to  slim  papers  to  the  increasingly  popular 
50-inch  web  width  to  save  money  on 
newsprint. 

“It’s  not  all  that  pretty,  but  if  there’s  such 
a  thing  as  a  new  family  chain,  he’s  it,”  says 
David  Burgin,  who  spent  a  dozen  years  as 
a  top  editor  at  various  Singleton  papers  and 
is  now  a  partner  in  Woodford  Publications, 
a  San  Francisco-based  book  and  specialty 
publishing  house.  “And  everyone  in  the 
industry  seems  to  have  copied  him.” 

DEFINING  THE  ENEMY 

Still,  while  others  in  the  newspaper 
industry  may  be  adopting  Singleton’s  con¬ 
cepts,  he  is  once  again  making  Jaws  drop 
with  what  may  prove  among  his  boldest 
schemes  to  date.  The  man  who  is  notorious 
for  his  competitive  ruthlessness  is  now  call¬ 
ing  for  cooperation  in  the  name  of  profit. 

During  the  past  year,  Singleton  has 
inked  a  series  of  unusual  industry  deals 
that  has  created  groundbreaking  joint  ven¬ 
tures  with  rival  newspapers.  “This  indus¬ 
try  is  going  to  have  to  come  to  the  realiza¬ 
tion  that  each  other  is  not  the  enemy,” 
Singleton  explains.  “The  enemy  is  every¬ 
one  else  [radio,  TV,  outdoor,  the  Web].” 

That’s  why  the  five  MediaNews  newspa¬ 
pers  in  and  around  Los  Angeles  have  joined 
with  their  biggest  rival,  the  Los  Angeles 
Times,  to  market  pre-prints.  And,  in  anoth¬ 
er  shared  venture,  a  MediaNews  affiliate 
joined  with  the  Times  to  buy  the  California 
Independent  Postal  Service  (CIPS),  the 
nation’s  largest  private  mail  company.  The 
Times  also  put  what  Singleton  terms  a  “siz¬ 
able”  amount  of  cash  at  Singleton’s  dispos¬ 
al  for  additional  projects. 

Singleton  says  MediaNews’  deal  with 
the  Times  came  about  because  of  a  quirk  of 
the  Los  Angeles  market,  where  no  single 
paper  is  dominant.  For  instance,  even  with 
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a  dazzling  paid  circulation  of  more  than  a 
million  readers,  the  Times  achieves  a 
regional  market  penetration  of  only  22%  on 
weekdays  and  29%  on  weekends,  accord¬ 
ing  to  its  most  recent  statements  filed  with 
the  Audit  Bureau  of  Circulations. 

“Any  advertiser  would  tell  you  that  Los 
Angeles  is  the  hardest  newspaper  market 
to  buy,”  Singleton  says.  “Now,  with  one 
order  and  one  bill,  they  can  buy  all  of  Los 
Angeles.” 

The  two  papers  are  also  jointly  market¬ 
ing  pre-prints  on  Wednesdays  and  are 
preparing  to  roll  out  new  marketing  vehi- 


WILLIAM  DEAN  SINGLETON 


BioSketch 


Age;  48 

Education:  University  of  Texas  at 
Arlington,  Tyler  College,  and  El  Centro 
College 

Born:  Graham,  Texas  —  Raised  on  a 
ranch  through  high  school 

First  job:  Part  time  —  reporter  for  the 
Graham  (Texas)  News',  full  time  — 
reporter  for  the  Wichita  Falls  (Texas) 
Record  News 

Last  book  read:  “A  Man  in  Full,”  by  Tom 
Wolfe 

Greatest  accomplishment:  Three 
wonderful  children 

Biggest  disappointments;  The  Dallas 
Times  Herald  and  the  Houston  Post 

People  admired  most:  Richard  B. 
Scudder,  Frank  Bennack,  Edward  Estlow, 
Donald  Newhouse,  and  Al  Neuharth 

Hobbies:  Newspapering,  skiing,  ranching 

Childhood  heroes:  My  father,  Texas  Gov. 
John  B.  Connally,  and  President  Lyndon  B. 
Johnson 


and  Sunday  circulation  of  close  to 
600.000.  Revenues  are  split  proportional¬ 
ly  among  the  key  players,  with  Singleton 
taking  the  largest  share. 

Singleton  has  fashioned  the  deals  with 
a  simple,  but  tantalizing  promise:  each 
company  would  make  more  money  in  a 
partnership  than  if  it  were  running  a 
paper  on  its  own.  And,  he  adds,  he  may 
attempt  to  replicate  this  partnership  in 
other  parts  of  the  country. 

Creating  the  partnership  was  actually 
not  Singleton’s  first  choice.  He  journeyed 
to  Little  Rock.  Ark.,  last  year  to  try  to  con¬ 
vince  Donrey’s  management  to  sell  the 
papers.  When  it  refused,  citing  strong 
earnings  and  the  tax  disadvantages  of  a 
sale,  Singleton  decided  to  find  a  way  to 
add  the  papers  to  his  California  cluster 
without  actually  buying  them. 

MediaNews  also  made  an  aggressive  move 
to  shore  up  its  position  in  cyberspace.  With 
online  classifieds  widely  thought  to  be  a 
major  challenge  to  newspaper  earnings, 
Singleton  brought  together  five  newspaper 
companies  —  including  E.W.  Scripps  Co., 
owner  of  the  Denver  Rocky  Mountain  News, 
which  is  battling  Singleton’s  Denver  Post 
for  dominance  in  the  booming  Colorado 
market  (see  p.  32)  —  to  buy  the  AdOne 
Classified  Network. 

The  collaborative  online  service  oper¬ 
ates  Classified  Warehouse  (http://www. 
classifiedwarehouse.com),  a  database  of 
classified  ads.  MediaNews  CFO  Lodovic 
says  he  expects  it  to  be  profitable  almost 
immediately. 

At  the  same  time,  MediaNews  has 
moved  to  bolster  its  own  newspaper  Web 
sites,  adding  an  online  archive  and  reduc¬ 
ing  administrative  costs  by  creating  a 
secure  online  channel  that  publishers  can 
use  to  submit  financial  reports  and  that 
company  employees  can  even  use  to  look 
up  the  current  values  of  their  401(k)  plan 
accounts. 


cles  for  the  rest  of  the  week.  That’s  where 
the  purchase  of  the  private  postal  service 
comes  in.  The  papers  sell  total  market 
coverage  through  newspaper  and  mail 
delivery.  But  the  U.S.  Postal  Service  does¬ 
n’t  deliver  on  Sundays.  ciPS  will  allow  the 
papers  to  cover  that  profitable  niche. 

“Working  together  with  the  Times  is 
profitable  for  both  of  us,”  Singleton  says. 

In  another  deal  that  has  generated 
buzz,  Singleton  cobbled  together  the 
California  Newspapers  Partnership,  es¬ 
sentially  a  statewide  newspaper  consor¬ 
tium  comprised  of  10  Singleton  titles,  10 
papers  owned  by  the  Donrey  Media 
Group,  and  one  paper  owned  by  Gannett 
Co.  Inc.  The  resulting  network,  managed 
by  MediaNews,  boasts  combined  daily 


SCHOOL  OF  HARD  KNOCKS 

You  could  say  that  Dean  Singleton’s 
success  was  made  possible  by  failure. 

Singleton,  who  grew  up  in  tiny 
Graham.  Texas,  made  his  first  foray  into 
newspaper  ownership  at  age  2 1  by  buying 
a  local  Texas  weekly.  From  there,  he  accu¬ 
mulated  a  stable  of  eight  nearby  papers. 

But.  just  four  years  later,  he  lost  all  his 
newspaper  assets  on  a  costly  attempt  to 
revive  the  daily  Fort  Worth  (Texas)  Press. 
When  the  project  failed,  he  learned  what 
some  say  is  an  indelible  Singleton  busi¬ 
ness  principle:  leveraging  your  assets  is 
OK,  but  you’ve  ultimately  got  to  be  able  to 
pay  your  debts. 

Today,  “he  has  an  amazing  attraction  to 
bankers,”  explains  Burgin.  “He’s  always 
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saying,  ‘My  bankers  come  first.’” 

Still,  after  Singleton’s  initial  disastrous 
foray  into  newspaper  ownership,  it  took 
almost  a  decade  before  he  could  buy 
another  paper. 

So,  from  the  mid-1970s  to  the  early 
1980s,  Singleton  helped  to  run  the  news¬ 
paper  empire  controlled  by  Washington 
banker  and  broadcaster  Joe  Albritton.  He 
moved  from  paper  to  paper,  serving  as 
publisher,  general  manager,  troubleshoot¬ 
er,  and  even  laborer,  inserting  pre-prints 
when  a  paper’s  equipment  broke  down.  In 
1983,  he  was  managing  Albritton’s  New 
Jersey  holdings  when  he  had  to  cut  a  deal 
to  pay  an  overdue  bill  owed  to  local 
newsprint  mogul  Dick  Scudder, 


branch  out,  attempting  to  grab  shares  of 
larger  markets.  This  led  to  several  high- 
profile  failures,  most  notably  the  Dallas 
Times-Herald,  which  they  spun  off  short¬ 
ly  before  it  went  bust,  and  the  Houston 
Post,  which  they  sold  to  Hearst,  owner  of 
the  Houston  Chronicle. 

But  there  have  been  more  successes 
than  failures.  In  the  16  years  since  the 
Singleton  and  Scudder  bought  that  first 
New  Jersey  daily,  their  holdings  have 
grown  to  include  50  daily  papers,  in¬ 
cluding  their  flagship  publication.  The 
Denver  Post  and  its  circulation  of  370,000 
daily  and  523,000  on  Sunday. 

Charles  Cooper,  a  veteran  editor  who 


Singleton  and  Scudder  attribute  their 
success  not  to  their  own  acumen,  but  to  a 
business  philosophy  that  focuses  on  grow¬ 
ing  revenues  rather  than  boosting  profits. 

While  many  publicly  held  newspaper 
companies  are  prodded  by  analysts  and 
shareholders  to  pump  out  30  cents  in  prof¬ 
it  for  every  dollar  of  revenue,  MediaNews 
says  it  runs  at  between  20%  and  24% 
profit.  “We  spend  the  difference  on 
growth,”  Scudder  says. 

Take  the  Las  Cruces  (N.M.)  Sun-News. 
It’s  a  monopoly  property  —  one  that  a 
cost-conscious  operator  could  certainly 
squeeze  for  profits.  But  Singleton  has 
invested,  says  publisher  David  E. 

McCollum.  The  Sun-News 


whose  family  had  owned  the 
now-defunct  Newark  (N.J.) 
Evening  News.  After  they 
agreed  on  a  payment  plan, 
Singleton  would  show  up  at 
Scudder’s  office  every  week  to 
drop  off  the  check  and,  over 
time,  the  two  men  got  to  talking 
about  going  into  business  to¬ 
gether,  owning  and  running 
local  newspapers. 

Today,  the  Singleton-Scudder 
partnership  has  become  a  leg¬ 
endary  industry  duo.  Internally, 
Singleton  runs  most  of  the 
MediaNews  show.  But  the  pair 
split  ownership  and  profits  of 
MediaNews,  and  together  shape 
the  company’s  direction;  Scud¬ 
der’s  company  title  is  chairman 
of  the  board  of  directors,  while 


Brooks  Freehill 


increased  color  capacity  by 
adding  two  units  to  the  presses. 
It  recently  purchased  new  hard¬ 
ware  and  software  to  allow  the 
paper  to  move  to  full  pagination. 
It  upgraded  the  classified  adver¬ 
tising  system  and  the  systems 
for  accounting  and  billing.  The 
emphasis,  says  McCollum,  is  on 
growth,  not  profits. 

“Our  primary  focus  isn’t  on 
expense  reduction,”  he  says. 
“It’s  on  developing  the  market¬ 
ing  opportunities.  We’ve  been 
provided  the  tools  to  grow.” 

Singleton  says  he  avoids  a 
cookie-cutter  approach  to  news¬ 
paper  operations.  “We  look  at 
every  newspaper  separately  as  a 
stand-alone  entity,”  he  says. 
“There  are  no  formulas,  and  we 


Singleton  sits  in  the  vice  chair-  Tony  Tierno,  MediaNews  Group  chief  operating  officer,  left,  and  have  no  average  margins.” 
man’s  seat.  Peter  Bernhard,  MediaNews  Technologies  president  and  CEO.  Singleton  says  the  papers  he 


Bom  from  their  close  rela¬ 


currently  operates 


tionship,  Singleton  says,  are  four  business 
principles  they  take  to  work  every  day: 

1“We  will  always  have  fun.  And  when 
it’s  not  fun  anymore,  we  won’t  do  it 
anymore.” 

2 “We  will  think  with  our  brains  and  not 
with  our  hearts.” 

3  “We  will  plow  the  money  back  into  the 
company.’ 

4 “We  will  never  buy  a  newspaper  in  a 
place  we  wouldn’t  live.” 

It  was  Scudder’s  money  that  funded 
their  first  paper  buy,  the  1 983  purchase  of 
The  Gloucester  County  Times,  a  daily  in 
Woodbury,  N.J.  —  and  where  Scudder, 
86,  lives  today  (see  Rule  No.  4,  above). 

Through  various  corporate  entities,  the 
two  entrepreneurs  have  been  active  buyers 
ever  since.  They  honed  the  strategy  of 
newspaper  clustering,  purchasing  nearby 
publications  and  —  by  combining  opera¬ 
tions,  streamlining  staff,  and  squeezing 
budgets  —  edged  revenues  and  profits 
upward.  After  a  few  years,  they  began  to 


spent  15  years  with 

Hearst  Newspapers  MediaNCWS  GrOUp  InC. 

and  seven  in  the  Headquarters:  Denver 
Singleton  empire.  Number  of  daily  newspapers:  50 

credits  Singleton  Largest  newspaper:  The  Denver  Post 
with  two  key  abili¬ 
ties  that  help  him  Number  of  employees:  8,983 

find  success  where  Owners:  William  Dean  Singleton 

others  have  failed:  Richard  Scudder 

“He  can  judge  num-  Major  operating  executives: 
bers  better  than  any-  William  Dean  Singleton,  president  and  CEO 
one  else  I  ve  seen  in  jg|,y  jjemo,  chief  operating  officer 

the  business,  says  jg^y  Lodowic,  chief  financial  officer 

Cooper,  now  man-  0gfg|,3|.j^  president  and  CEO. 

aging  editor  of  MediaNews  Technologies 

Advance  Publica¬ 
tions’  Star-Ledger 


produce  anywhere 
from  a  10%  to  30% 
profit  margin.  And, 
he  notes,  over  the 
years  he  has  run 
papers  that  produced 
as  low  as  a  5%  prof¬ 
it  margin. 

PAIGE  I 

Singleton  routine¬ 
ly  puts  in  14  hours  a 
day,  arriving  at  the 
office  between  5:30 
and  6:00  a.m.,  so  he 
can  call  his  East 
Coast  papers.  He 


in  Newark,  N.J.  And,  Cooper  adds, 
Singleton  seems  to  have  a  singular  ability 
to  identify  marketing  programs  that  will 
work  in  each  locale  where  he  has  papers. 

Singleton  acknowledges  his  numerical 
ability.  “I  never  forget  a  date,  and  I  never 
forget  a  number,”  he  says. 


works  until  about  8:00  p.m.  He  has  the 
home  phone  numbers  of  all  his  editors  and 
publishers,  and  he’s  often  on  the  phone 
with  them  several  times  a  day. 

And,  though  he  was  diagnosed  with 
multiple  sclerosis,  a  progressive  disease  of 
the  central  nervous  system,  a  decade  ago. 
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Top  15  U.S.  newspaper  companies  by  circulation* 


1998 


Daily  No.  of 
circulation  dailies 


1.  Gannett  Co.  Inc. 

5,994,34774 

2.  Knight  Bidder 

3,871,563 

33 

3.  Newhouse 
Newspapers 

2,780,848 

23 

4.  Times  Mirror  Co. 

2,370,788 

9 

5.  Dow  Jones 
&  Co.  Inc. 

2,311,966 

20 

6.  The  New  York 

Times  Co 

2,252,610 

20 

7.  MediaNews  Group 

1,827,791 

51 

8.  E.W.  Scripps  Co. 

1,330,135 

20 

9.  Hears!  Newspapers 

1,318,594 

12 

10.  The  McClatchy  Co. 

1,311,208 

11 

11.  Tribune  Co. 

1,264,417 

4 

12.  Cox  Enterprises  Inc. 

1,120,941 

16 

13.  Thomson 

Newspapers  Inc. 

1,031,495 

50 

14.  Freedom 

Communications  Inc.  959,516 

28 

15.  A.H.  Belo  Corp. 

895,538 

7 

1995 


Daily  No.  of 
circulation  dailies 

1.  Gannett  Co.  Inc. 

6,109,223 

92 

2.  Knight  Bidder 

3,669,580 

31 

3.  Newhouse 
Newspapers 

2,910,012 

26 

4.  Times  Mirror  Co. 

2,514,298 

10 

5.  Dow  Jones 
&  Co.  Inc. 

2,334,696 

20 

6.  The  New  York 

Times  Co. 

2,309,594 

20 

7.  Thomson 
Newspapers  Inc. 

1,707,449 

83 

8.  Hearst  Newspapers 

1,352,594 

12 

9.  Cox  Enterprises  Inc. 

1,325,352 

20 

10.  Tribune  Co. 

1,297,824 

4 

11.  E.W.  Scripps  Co. 

1,260,610 

17 

12.  Hollinger 
International 

1,196,180 

108 

13.  McClatchy 
Newspapers 

973,279 

13 

14.  Freedom 

Newspapers  Inc. 

961,436 

27 

15.  MediaNews  Group 

878,678 

18 

1990 


Daily  No.  of 
circulation  dailies 


1.  Gannett  Co.  Inc. 

5,943,792 

82 

2.  Knight  Bidder  Inc. 

3,864,790 

28 

3.  Newhouse 
Newspapers 

3,033,685 

26 

4.  Times  Mirror  Co. 

2,835,563 

9 

5.  Tribune  Co. 

2,515,861 

9 

6.  Dow  Jones 
&  Co.  Inc. 

2,433,109 

24 

7.  Thomson 
Newspapers  Inc. 

2,210,644 

125 

8.  The  New  York 

Times  Co. 

1,961,428 

25 

9.  Scripps  Howard 

1,585,583 

21 

10.  Cox  Enterprises  Inc. 

1,293,501 

16 

11.  Hearst  Newspapers 

1,210,699 

12 

12.  Media  News 

1,196,567 

21 

13.  Freedom 

Newspapers  Inc. 

955,885 

27 

14.  The  Washington 

Post  Co. 

834,824 

2 

15.  Central 

Newspapers  Inc. 

803,654 

7 

Average  for  six  months  ended  Sept.  30  of  each  year 


Sources:  Newspaper  Association  of  America:  Morton  Research  Inc.:  Lynch.  Jones  &  Ryan:  Editor  &  Publisher:  and  Audit  Bureau  of  Circulations 


it  has  hardly  slowed  him  down. 

“It’s  not  a  leisurely  pace  ”  says  a  former 
MediaNews  Group  publisher  of  his  days 
with  Singleton.  “Dean  doesn't  own  boats. 
He  doesn't  collect  art.  There's  no  time  for 
that.  If  he’s  not  home  [with  his  wife  of  1 5 
years  and  three  children,  one  of  whom  is 
named  in  honor  of  the  newspaper  biz: 
Paige  I,  pronounced  ‘Page  One’],  he’s 
working  all  the  time.  The  weak  don’t  sur¬ 
vive  in  that  kind  of  atmosphere.” 

Singleton  seems  to  thrive  on  a  sort  of 
happy  antagonism  with  his  executives. 
Former  editor  Burgin  cheerfully  recalls 
the  first  time  Singleton  fired  him.  after  a 
dispute  over  whether  to  put  the  1 977 
Camp  David  accords  between  Israel  and 
Egypt  on  the  front  page  of  the  tiny 
Westfield  Evening  News  in  Massachusetts. 

“‘Goddammit!’”  he  recounts  Singleton 
bellowing,  “‘We  don’t  sell  no  newspapers 
in  Cairo.  You’re  fired.’” 

In  his  dozen  years  with  MediaNews. 
Burgin  adds,  Singleton  fired  him  about  1 5 
times.  Yet  each  time  it  was  never  serious. 
“1  never  left  because  I  knew  that  it  would 
blow  over  that  afternoon.”  the  editor  says. 

“Dave  has  a  strange  memory,”  Singleton 
responds,  but  concedes  that  he  might  have 
fired  Burgin  a  couple  of  times.  And  former 
Denver  Post  editor  Gil  Spencer  recalls 
Singleton  barging  into  a  meeting,  smack¬ 


ing  his  hand  on  the  table,  and  launching 
into  a  profane  attack  on  the  Post's,  business 
section,  which  at  the  time  was  conducting 
big-league  investigations  into  the  coun¬ 
try’s  savings  and  loan  industry. 

“Your  business  section  f - sucks,”  he 

remembers  Singleton  barking. 

Spencer  recalls  hollering  back.  “I  don’t 
have  to  take  this  s — ,”  and  storming  out  of 
the  room.  An  hour  later,  he  got  a  call  from 
Singleton’s  secretary,  saying,  “Dean 
wants  to  know  whether  you’re  still  angry 
at  him  and,  if  not,  whether  he  can  take  you 
to  lunch.”  Singleton  confirms  that  story. 

“I’ll  say  what  I  think  when  I  say  it.”  he 
adds.  “But  30  minutes  later  it’s  over.” 

‘CHEAP  AS  ALL  GET-OUT’ 

Still,  even  people  who  have  reason  to 
detest  Dean  Singleton  salute  his  business 
acumen.  Linda  K.  Foley,  president  of  The 
Newspaper  Guild,  which  has  had  alterca¬ 
tions  with  Singleton  over  everything  from 
wages  to  benefits  to  allegations  of  union 
busting,  has  only  good  things  to  say  about 
Singleton  as  a  businessman.  “He’s  willing 
to  take  some  risks,”  says  Foley.  “That’s 
the  kind  of  thing  you  like  to  see  in  this 
industry.”  He’s  a  straight  shooter  in  nego¬ 
tiations,  she  says  approvingly;  if  he  agrees 
to  something.  Dean  Singleton’s  hand¬ 
shake  is  enough  to  guarantee  it. 


Still.  Singleton  has  developed  a  reputa¬ 
tion  in  the  industry  of  being  single-mind¬ 
ed  about  profits  and  losses  to  the  detri¬ 
ment  of  good  journalism.  “He’s  cheap  as 
all  get-out.”  says  Burgin,  who  says  he  has 
great  respect  and  friendship  for  Singleton. 
“In  12  years,  every  budget  I  ever  had  went 
down.  All  I  did  was  cut.  It’s  a  business 
with  him.  He  loves  the  aroma.  He  loves 
the  newspaper  idea.  He  loves  the  smell  of 
the  newsroom.  But  he  pays  lip  service  to 
the  news  product.  I  have  never,  ever  seen 
him  improve  any  newspaper.  Not  once.” 

In  six  years  running  the  editorial  side  of 
the  Alameda  Newspaper  Group,  Burgin 
says  he  was  forced  to  reduce  the  number 
of  newsroom  employees  by  30%  —  while 
Singleton  purchased  two  papers. 

Singleton  questions  Burgin’s  account, 
suggesting  that  newsroom  budgets  grew  in 
Alameda.  But  his  executives  admit  that 
they  whittled  The  Oakland  Tribune  from 
630  company  employees  down  to  a  staff 
of  250.  The  cuts  were  unavoidable. 
Singleton  says.  The  paper  was  losing  $1 
million  a  month,  and  it  needed  shock  ther¬ 
apy.  “There  was  no  other  way  to  do  it.  The 
business  had  failed  on  its  own.”  he  says. 

Adds  coo  Tiemo,  “There  has  not  been 
one  job  elimination  in  15  years  that  I’ve 
been  at  this  company  that  has  not  been 
thought  thiough  multiple  times.  We  ago- 
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nize,  and  Dean  questions  everything  I 
come  to  him  with.  We  don’t  do  anything 
cavalierly.  But  if  you  buy  a  failing  news¬ 
paper  and  don’t  change  it,  how  the  hell 
are  you  going  to  be  successful?” 

INSIDER  RUMBLINGS 

One  way  is  a  good  bloodletting, 
MediaNews  executives  say.  For  instance, 
when  Singleton  purchased  the  San  Mateo 
County  Times,  it  was  losing  $1  million  a 
year,  recalls  Peter  Bernhard,  who  traveled 
to  California  to  analyze  the  paper.  “In 
every  single  department,  we  needed  to 
start  from  scratch.”  Bernhard  concluded. 

Using  the  old  facilities,  the  paper  print¬ 
ed  its  Saturday  edition,  finishing  the  run 
Friday  at  midnight.  By  Sunday  night  (the 
Times  hadn’t  yet  started  a  Sunday  paper), 
Singleton’s  crew  had  installed  an  entirely 
new  infrastructure  —  trucking  the  presses 
to  a  new  location  and  bringing  in  new 
computers,  phones,  and  systems. 

“Virtually  in  two  days,  we  built  a  paper 
from  the  ground  up,”  Bernhard  says.  “It 
takes  decades  to  get  a  paper  in  trouble, 
and  the  hardest  thing  is  to  turn  it  around. 
We’ve  found  that  a  new  environment  does 
that  better  than  anything.” 

Maybe  so,  but  Singleton  certainly 
doesn’t  win  any  friends  on  reporting 
staffs  around  the  country  when  he  says, 
“Go  into  a  newsroom  with  100  people, 
and  it’s  not  uncommon  to  find  40  of  those 
people  who  are  unproductive.”  And 
Singleton  regularly  complains  that 
reporters  and  editors  who  promote  inves¬ 
tigative  reporting  are  helping  to  kill  their 
papers.  “We,  as  an  industry,  got  carried 
away  with  investigative  reporting,”  he 
says.  “We  investigated  everything  that 
moved,  while  our  circulation  plummeted 
because  our  readers  didn’t  want  it.  Some 
people  say  we  owe  it  to  readers  to  give 
them  what  they  need.  Bulls — .” 

Critics  argue  that  by  scrapping  inves¬ 
tigative  reporting,  Singleton’s  papers  lack 
a  public  vision.  And  the  proof  is  that  no 
Singleton  paper  has  ever  been  honored 
with  a  Pulitzer  Prize.  Scudder  insists  the 
obsession  with  prizes  is  shortsighted: 
“Who  wants  awards  if  you  can  grow?”  he 
asks.  “I’d  rather  grow.”  Or,  as  Singleton 
puts  it.  “The  ultimate  award  is  when  peo¬ 
ple  put  the  quarter  in  the  box.” 

Scudder  adds  that  many  MediaNews 
papers  have  won  local  awards,  but  that 
those  contests  are  generally  not  reported 
by  national  publications.  “1  don’t  think 
anybody  can  look  at  our  individual  papers 
and  deprecate  them.  We  concentrate  on 
putting  out  good  newspapers.  Pulitzers 
will  come  in  time.” 

This  year  the  Long  Beach  Press- 
Telegram  and  San  Gabriel  Valley  Tribune 


I  MediaNews  Group  Inc.: 
1983-1999 

' «  >  Dec.  31, 1983:  Company  founded  with 
purchase  of  The  Gloucester  County 
Times  in  Woodbury,  N.J. 

i  I  Sept.  30, 1984:  Today’s  Sunbeam  in 
Salem,  N.J.,  purchased. 

«  I  April  28, 1985:  Garden  State  Newspapers 
Inc.  formed  in  partnership  with  Media 
General  Inc.,  and  MediaNews  Group  created 
as  managing  company. 

(  <  July  1, 1985:  Hayward,  Calif.-based  Sparks 
Newspapers,  with  three  daily  newspapers 
that  would  form  the  Alameda  Newspaper 
Group,  purchased. 

<  I  May  2, 1986:  Seven  daily  newspapers  from 

Harte-Hanks  Communications  and  two  from 
Allbritton  Communications  bought  in  the 
largest  purchase  made  to  that  date.  All  nine 
eventually  would  be  sold  at  substantial  profit 
to  provide  capital  for  future  purchases. 

<  I  Sept.  5, 1986:  The  Dallas  Times  Herald  pur¬ 

chased  from  the  Times-Mirror  Co.  The  paper 
I  was  sold  21  months  later  to  a  company 
I  controlled  by  John  Buzzetta,  a  former 

I  MediaNews  editor. 

I  I  Nov.  9, 1987:  The  Houston  Post  purchased 
from  the  Toronto  Sun  Co.  The  paper  was 
sold  71/2  years  later  to  the  Hearst  Corp., 
owner  of  the  competing  Houston  Chronicle. 

i  >  Dec.  1, 1987:  The  Denver  Post  Co.  pur¬ 
chased  from  Times  Mirror. 

<  I  March  1, 1988:  The  York  (Pa.)  Dispatch 
t  purchased  from  the  Young  family. 

1  (  >  Sept.  1, 1988:  York  (Pa.)  Sunday  News 
^  added. 

i 

(  I  Feb.  1, 1989:  Joint  operating  agreement 
I  (JOA)  with  competing  York  Daily  Record  \o 
j  form  the  York  Newspaper  Co.  in  Pennsylvania 
]  announced. 

1  >  Sept.  1, 1988:  Las  Cruces  (N.M.)  Sun-News 
purchased  from  Worrell  Enterprises. 

(  I  Feb.  1, 1992:  Fairbanks  (Maska)  Daily  News- 
Miner  purchased  from  the  Snedden  family. 

(  »  Nov.  19, 1992:  The  Oakland  (CaM.)  Tribune 
I  purchased  from  Robert  Maynard. 


May  19, 1994:  All  Media  General  shares  in 
Garden  State  Newspaper  Inc.  purchased, 
gaining  100%  ownership  for  MediaNews 
Group. 

Sept.  1, 1995:  The  Berkshire  Eagle  ir\ 

Pittsfield,  Mass.,  and  three  sister  dailies  pur¬ 
chased  from  the  Miller  family. 

March  1, 1996:  The  San  Mateo  County 
(Calif.)  Times  purchased  from  the  Clinton 
family. 

Nov.  1, 1996:  San  Gabriel  Valley  (Calif.) 
Newspaper  Group  purchased  from  Thomson 
Newspapers  to  begin  formation  of  the  Los 
Angeles  Newspaper  Group,  with  dailies  in 
Eureka,  Calif.,  and  Hanover,  Pa.,  bought  in  the 
same  transaction. 

Feb.  12, 1997:  MediaNews  Technologies 
formed  to  develop  Internet  technologies  and 
investments. 

March  1, 1997:  Daily  newspapers  purchased 
from  Thomson  Newspapers  in  Council  Bluffs, 
Iowa;  Fitchburg,  Mass.;  and  Lebanon,  Pa. 

Aug.  1. 1997:  The  (Lowell,  Mass.)  Sun  pur¬ 
chased  from  the  Costello  family. 

Dec.  17, 1997:  The  Long  Beach,  Calif.,  Press- 
Telegram  purchased  from  Knight  Bidder. 

Feb.  17, 1998:  Los  Angeles  Daily  News  pur¬ 
chased  from  the  estate  of  Jack  Kent  Cooke. 

Aug.  24, 1998:  Charleston  (W.Va.)  Daily  Mail 
purchased  from  Thomson  Newspapers. 

'  Sept.  1, 1998:  kod/ak  (Alaska)  Daily  Mirror 
purchased  from  the  Freeman  family. 

I  Oct.  1, 1998:  Farmington  (N.M.)  Daily  Times 
purchased  from  the  O’Brien  family. 

>  April  1, 1999:  California  Newspaper  Partnership 
formed  with  Donrey  Media  and  Gannett, 
adding  12  California  daily  newspapers. 

>  June  30, 1999:  Half  of  Media  General's  interest 
in  The  Denver  Post  purchased,  moving 
ownership  to  80%  from  60%,  with 
agreement  to  purchase  the  remaining  20% 
within  five  years. 

>  Sept.  1, 1999:  All  affiliated  companies, 
including  Garden  State  Newspapers  and  Denver 
Newspapers,  are  consolidated  into  one 
company  called  MediaNews  Group  Inc. 


both  snagged  general-excellence  citations 
from  the  Greater  Los  Angeles  Press  Club. 

“So  tell  me  clustering  doesn’t  make  bet¬ 
ter  newspapers,”  Singleton  says,  flashing 
an  article  about  the  awards  and  referring  to 
his  business  strategies  in  the  L.A  area. 

Current  and  former  Press-Telegram 
staffers  say  they  can’t  quite  believe  their 
paper  won  the  award.  While  they  ac¬ 
knowledge  that  Singleton  has  made  some 
good  moves,  such  as  opening  a  state  cap¬ 
ital  bureau  in  Sacramento,  they  argue  that 
the  paper  may  have  gained  breadth  (cov¬ 
ering  more  town  meetings),  but  has  lost 
depth  (no  longer  providing  the  context 
readers  need  to  understand  major  stories). 
Press-Telegram  insiders  say  that  reporters 
routinely  write  three  stories  a  day  and 
face  ever-tightening  restrictions  on  story 
length.  Morale  is  so  low,  the  local  chapter 
of  The  Newspaper  Guild  reports,  that 
staffers  —  even  those  hired  by  Singleton 
—  are  leaving  at  an  alarming  rate. 


Singleton  concedes  that  40%  of  the 
staff  turned  over  in  the  1 8  months  that  he 
has  owned  the  paper.  “That’s  pretty  com¬ 
mon  after  an  acquisition,”  he  says.  “And, 
quite  frankly,  it’s  very  positive.” 

Singleton  and  Scudder  insist  the  paper 
is  thriving  under  their  regime. 

“It’s  a  better  paper  —  period,”  says 
Scudder  of  the  Press-Telegram.  And 
Singleton  notes  that,  while  it  had  been 
struggling  to  break  even  under  Knight 
Bidder’s  ownership,  the  Press-Telegram 
is  now  very  profitable. 

“Tony  Bidder  wanted  to  get  his  mar¬ 
gins  up,”  Singleton  says.  “Well,  he  got 
his  25%  margins.  We  just  had  to  get  them 
for  him.” 

BROADENING  THE  FRANCHISE 

“We  never  meant  to  be  so  big,”  Dick 
Scudder  says.  And  that’s  why,  over  the 
short  term,  MediaNews  Group  may  not 
be  buying  a  boatload  of  new  papers.  The 
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company,  Singleton  says,  will  be  in  a 
digestion  mode  —  making  sure  it  can 
operate  the  papers  it  picked  up  in  1998 
and  1 999.  “We’re  not  a  deal  factory  any¬ 
more,”  he  says. 

MediaNews  is  also  revamping  its  cor¬ 
porate  structure,  putting  all  its  related 
companies,  some  of  which  were  quasi¬ 
independent,  under  the  MediaNews 
umbrella. 

But  newspapers  generate  cash  —  and 
those  dollars  have  to  be  put  somewhere. 
Over  the  long  haul,  the  pair  intend  to  con¬ 
tinue  to  amass  newspapers  —  tightening 
clusters  or  creating  new  ones  —  and  the 
company  is  also  planning  to  move  beyond 
ink-on-paper. 

Singleton  believes  that,  within  three 


years,  the  U.S.  Congress  will  do  away 
with  the  ban  on  newspapers  owning 
radio  or  TV  stations  in  their  markets. 
(For  the  latest  news  on  efforts  to  end  the 
cross-ownership  ban.  see  p.  17.)  If  he 
could  own  newspapers,  radio  and  TV 
stations,  and  Internet  news  sites  in  one 
market.  Singleton  says  he  would  have 
"the  greatest  communications  franchise 
of  all  time.” 

“You  can  expect  us  to  be  heavy  buyers 
of  radio  and  rv  in  our  markets,”  he  says. 
“I  can  see  setting  up  the  television  news¬ 
room  in  the  middle  of  the  newspaper 
newsroom.”  One  Singleton  paper  in 
Alaska  already  has  purchased  an  option 
to  buy  a  local  TV  station. 

He  also  says  he  expects  that  he  may 


attempt  to  replicate  the  California  News¬ 
papers  Partnership  in  other  regions. 

But  the  biggest  challenge  of  all  may  be 
internal.  MediaNews  prides  itself  on 
being  a  hands-on  company,  whose 
executives  are  often  out  in  the  field, 
working  directly  at  one  of  the  company’s 
papers.  But  as  the  number  of  papers  it 
owns  grows,  MediaNews  may  find  that 
kind  of  operating  philosophy  increasing¬ 
ly  difficult. 

Still,  Singleton  promi.ses,  he  won’t  run 
his  company  like  every  other  newspaper 
firm.  “The  biggest  danger  for  us  as  we  get 
bigger  is  to  make  sure  that  we  don’t 
become  mainstream,”  he  insists,  “because 
that  wouldn’t  be  fun  anymore.” 

Fun,  at  least,  for  him.  ^1 


In  Denver,  a  war  of  words  is  just  that 


It’s  perhaps  the  last  true  newspaper  war  in  the  country.  And  it’s 
Dean  Singleton’s  flagship  newspaper  on  the  line.  Yet  the  bat¬ 
tle  between  MediaNews  Group’s  Denver  Post  and  E.W. 
Scripps  Co.’s  own  flagship  paper,  the  Denver  Rocky  Mountain 
News,  seems  more  about  public  relations  and  profit  than  news  cov¬ 
erage.  The  Pulitzer  jury,  it  seems,  would  do  well  to  look  elsewhere. 
“The  Rocky  Mountain  News  wants  to  make  less  look  like  a 

little  more.  And  The  Denver  Post  seems  set  _ _ 

on  making  more  look  like  a  little  , - 

says  a  veteran  journalist  of  -  - - - 


less.” 

both  newsrooms,  who,  like  most 
interviewed  for  this  story,  would 
not  speak  for  attribution.  “I’m  not 
at  all  excited  by  the  quality  or  ener¬ 
gy  of  the  journalism.” 

Post  reporters  interviewed  say  the 
newsroom  is  generally  a  bleak  envi¬ 
ronment,  with  much  of  the  staff’s 
venom  directed  at  Post  editor  Dennis 
Britton,  who  was  recently  dismissed 
(E&P,  Sept.  4,  p.  8).  “He’s  done  noth¬ 
ing  but  destroy  morale,”  grumbles  one 
veteran  Post  reporter. 

The  normally  accessible-if-you- 
promise-me-anonymity  newsroom  staff 
is  less  forthcoming  with  comment  about  Britton’s  successor, 
Glenn  Guzzo,  who  is  moving  to  the  Post  from  Knight  Bidder’s 
Akron  (Ohio)  Beacon  Journal.  Post  publisher  Gerald  E.  Grilly 
says  Guzzo  was  brought  in  as  “someone  that  sits  with  me  better.” 

Meanwhile,  at  the  Rocky  Mountain  News,  editor  John 
Temple  claims  his  paper’s  commitment  to  enterprise  journal¬ 
ism  is  giving  it  the  tactical  advantage  that  will  eventually  lead 
to  victory.  “It’s  the  talent  and  energy  that  goes  into  your  paper,” 
Temple  says. 

To  support  his  contention  that  the  News  is  the  better  paper. 
Temple  avers  that  it  has  won  more  awards  than  the  Post,  fhe 
Post  counters  that  the  News  was  the  only  entrant  for  some  of 
those  awards,  so  the  fact  that  it  won  is  meaningless.  Nonethe¬ 
less,  Post  staffers  recently  received  a  memo  outlining  the  many 
awards  they  could  apply  for. 

It  is  not  only  the  rival  newsrooms  that  hurl  self-aggrandizing 


superlatives  at  one  another.  On  the  circulation  front,  the  Po.st 
claims  more  readers.  But,  the  News,  noting  audits,  says  it  thrash¬ 
es  the  Post  in  the  key  Denver  metropolitan  market.  The  Po.st 
responds  that  the  News  is  boosting  circulation  through  massively 
discounted  subscription  rates.  Singleton  claims  the  New.s'  penny- 
a-day  subscription  campaign  is  a  sign  of  desperation,  yet,  oddly, 
the  Po.st  matched  the  penny  rate  for  six  weeks  last  year.  Singleton 
dropped  the  deep  discount  after  doing  market  research. 

Though  Scripps’  top  executives  won’t  reveal  how  many 
copies  the  News  is  selling  at  the  penny  rate,  they  stand  by  the 
campaign  as  a  “tried-and-true  strategy.”  But  that  the 
paper  is  losing  circulation  revenue  on 
each  of  those  subs  is  undeniable. 

The  two  papers  are  also  slugging 
it  out  for  public  favor.  A  few  years 
back,  when  the  News  changed  its 
telephone  number  for  classified 
advertising,  the  Post  snapped  it  up. 
After  the  News  came  became  the  “offi¬ 
cial  newspaper”  of  the  Colorado 
Rockies  baseball  team.  Singleton  rolled 
out  an  ad  campaign  dubbing  the  Post  the 
official  newspaper  of  the  fan. 

There’s  also  a  war  of  words  over  ad¬ 
vertising  lineage.  Linda  Sease,  director  of 
public  relations  and  marketing  for  the  News,  says  her  paper’s 
ad  sales  are  surging.  Singleton  responds  that  the  News  must  be 
giving  the  ads  away,  since  the  increased  advertising  doesn’t 
show  up  as  increased  revenue  in  E.W.  Scripps’  federal  financial 
reports. 

Singleton  says  the  Post  is  profitable  with  an  income  of  $28.3 
million  on  $218  million  in  revenue  in  1998,  a  13%  profit  mar¬ 
gin.  Though  Scripps  will  not  release  numbers  on  the  News, 
Alan  Horton,  senior  vice  president  for  Scripps’  newspapers, 
says  the  paper  is  “cash-flow  positive,”  even  though  the  paper 
was  in  the  red  for  the  first  half  of  1999. 

“The  trends,  both  on  the  advertising  and  circulation  sides, 
are  in  our  favor,”  Horton  says.  Singleton,  predictably,  dis¬ 
agrees.  “We  will  win  the  newspaper  war  here,”  he  proclaims 
confidently.  “1  can’t  tell  you  when.  I  can  tell  you  we  will.” 

—  Robert  Neuwirth 
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Papers  make  strides 
with  online  classifieds 


by  Carl  Sullivan 

AUSTIN,  Texas  —  Newspapers  are 
getting  better  at  defending  their  lucrative 
classifieds  turf  from  encroaching  Internet 
competitors,  but  this  isn’t  a  time  for  the 
industry  to  rest  on  its  laurels.  That  was  the 
overriding  consensus  at  the  end  of  Editor 
&  Publisher’s  Online  Classifieds  Industry 
Symposium  here  Sept.  12-14. 

“This  is  your  game  to  lose,”  said 
Michele  Pelino,  senior  analyst  at  the 
Yankee  Group  in  Boston.  “You  have  the 
local  market.” 

After  attending  the  conference,  Pelino 
said  she  was  heartened  to  hear  about  all 
the  online  alliances  newspapers  are  mak¬ 
ing.  “If  you  can  establish  partnerships  and 
leverage  your  local  sales  force,  you  should 
be  competitive,”  she  said.  “Figure  out 
where  the  gaps  are  in  your  services,  and 
then  partner  to  fill  in  those  gaps.” 

A  number  of  newspapers  are  partnering 
with  groups  once  considered  the  enemy, 
including  local  realty  boards.  In  the  con¬ 
ference’s  host  city,  the  Austin  Ainerican- 
Statesman  has  joined  the  Austin  Board  of 
Realtors  to  create  austinhomesearch.com. 
The  newspaper  retains  its  own  austinclas- 
sifteds.com  brand,  but  the  real  estate  list¬ 
ings  are  co-branded  with  austinhome- 
search.com.  The  local  Realtor  board  does 
the  same  on  its  Web  site. 

The  American-Statesman  and  the  Real¬ 
tor  board  both  report  increased  traffic  as  a 
result  of  their  partnership.  The  Realtors 
saw  user  sessions  quickly  increase  from 
21,000  to  26,000  per  month.  The  newspa¬ 
per’s  online  realty  section  saw  traffic 
increase  from  155,000  page  views  a 
month  to  1 8 1  ,(XX). 

There  have  been  other  benefits,  said 
Tom  Linehan,  classified  advertising 
online  business  manager  for  the  newspa¬ 
per.  “It’s  been  great  for  us  on  the  sales  side 
because  [the  Austin  Board  of  Realtors] 
has  been  working  with  us,  providing  leads 
and  sales  contacts,”  he  said. 

The  American-Statesman  will  even 
have  representatives  in  the  Realtor  board’s 
booth  at  an  upcoming  real  estate  trade 
show,  said  Amy  Hufford.  director  of  mar¬ 
keting  for  the  board.  “Both  organizations 


are  doing  print  and  radio  ads  promoting 
our  relationship,”  she  said. 

AUCTIONS  ARE  NEXT 

The  next  big  challenge  for  newspapers 
will  be  online  auctions,  according  to  sev¬ 
eral  conference  attendees.  Pelino  warned 
newspapers  to  keep  an  eye  on  eBay,  the 
wildly  popular  site  for  consumer-to-con- 
sumer  auctions,  largely  in  collectibles  and 
small  merchandise.  Analysts  say  this  pow¬ 
erhouse  will  move  aggressively  into  the 
business-to-consumer  auction  space. 


“If  they  choose  to  go  local,  it  could  get 
ugly,”  Pelino  said.  The  Yankee  Group  pre¬ 
dicts  online  auctions  will  be  a  $9-billion 
business  by  2(K)3.  Other  researchers  pre¬ 
dict  a  much  higher  market,  as  high  as  $19 
billion.  In  any  event,  the  bulk  of  that 
money  is  expected  to  come  from  business- 
to-consumer  auctions. 

Auction  Universe  President  Tom  Finke 
urged  newspapers  to  get  into  the  auctions 
space  now.  He  fears  national  competitors 
like  eBay  and  Amazon.com,  which  recent¬ 
ly  launched  its  own  auctions  site,  will  try 
to  woo  local  retailers  to  use  their  services. 
“eBay  could  end  up  in  your  local  markets 
selling  to  your  local  merchants,”  Finke 
said.  Owned  by  Chicago’s  Classified 
Ventures,  Auction  Universe  will  soon 
change  its  name  to  Auction.com. 

The  Boston  Globe's  boston.com  recent¬ 
ly  launched  its  own  online  auction  site, 
hoping  to  beat  nationally  focused  eBay  by 
offering  strong  local  service.  “We  found 
many  people  arc  offering  local  services 


[through  online  auctions],”  said  Lisa 
DeSisto,  vice  president  and  general  man¬ 
ager  for  boston.com.  She  said  local  fisher¬ 
men  have  auctioned  off  their  latest  lobster 
catches.  A  local  harpist  auctioned  off  her 
services  for  New  Year’s  Eve  1 999. 

Boston.com  is  also  hoping  to  attract 
local  customers  selling  oversize  items. 
DeSisto  doesn’t  think  someone  in  Boston 
will  be  interested  in  buying  a  tuba  from 
someone  in  Austin.  And  the  ability  to 
exchange  goods  in  person,  “at  the  local 
Starbucks.”  will  appeal  to  many  buyers 
and  sellers.  DeSisto  speculated. 

Boston.com  Joined  the  Fairmarket  net¬ 
work,  which  is  providing  the  technology 
for  the  service.  “Partner  with  a  third  party; 
don’t  try  to  do  this  yourself,”  DeSisto 
warned. 

PRINT/WEB  ALLIANCES 

There  is  still  a  lot  of  disagreement 
about  how  best  to  set  up  classifieds  sales 
forces  at  newspapers.  Should  you  have 
separate  staffs  for  print  and  online,  or  one 
Joint  printAVeb  group? 

Whatever  the  answer,  there  must  be 
cooperation  between  the  print  newspaper 
and  the  Web  site,  several  speakers  said.  At 
the  Washington  Post  Co.,  print  and  online 
classifieds  are  now  sold  Jointly.  A  recent 
Job  fair  sponsored  by  the  newspaper  and 
washingtonpost.com  brought  in  $30(),(XK). 
said  Marc  Teren,  president  and  publisher 
of  Washingtonpost.Newsweek  Interactive. 

The  Wall  Street  Journal's  careers.wsj.- 
com  has  kept  its  sales  staff  largely  sepa¬ 
rate  from  the  print  side.  Tony  Lee,  editor 
in  chief  and  general  manager  of  the 
Princeton,  N.J. -based  site,  urged  his  col¬ 
leagues  to  create  separate  staffs  for  sales, 
design,  technology,  and  management. 
“We  work  with  print,  but  we  don’t  work 
for  print,”  he  said. 

If  the  staffs  remain  separate,  online  clas¬ 
sifieds  managers  should  work  hard  to  build 
strong  relationships  with  their  print  coun¬ 
terparts,  said  Hope  Paryzek  of  InfiNet  in 
Norfolk,  Va.  “Take  them  to  lunch,  buy 
them  gifts,”  whatever  it  takes,  she  said. 

“[Online  classifieds  are]  being  snatched 
away  from  us  faster  than  you  can  say 
Yahoo!,”  Teren  said.  Newspapers  must 
leverage  their  strong  local  brand  names, 
but  they  mustn’t  rely  on  that  strength 
alone,  Teren  said.  To  succeed,  newspapers 
must  also  learn  to  think  like  Internet  com¬ 
panies.  “Each  of  us  is  engaged  in  a  battle,” 
he  said.  “If  we  lose,  it  certainly  will  be  the 
end  of  the  world  as  we  know  it.” 
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Charting  the  graying  of  America 


The  U.S.  Census  Bureau 
provides  reams  of  data  for 
reporters  who  cover  the 
Senior  Citizen  beat 

by  Charles  Bowen 

Graying  “baby  boomers”  —  those 
in  the  third  of  the  U.S.  population 
bom  between  1946  and  1964  — 
are  having  profound  effects  on  our  soci¬ 
ety,  and  on  our  coverage  of  culture  and 
politics. 

Everything  from  the  opening  of  salad 
bars  in  fast-food  restaurants  (yes.  it  turns 
out,  we  DO  need  our  roughage)  to  policy 
discussions  on  health  care,  retirement 
planning,  and  the  future  of  Social  Security 
can  be  attributed,  in  part,  to  the  fact  that, 
somewhere  in  America,  a  boomer  turns  50 
every  7.5  seconds. 

So,  the  top  issue  of  the  next  century 
may  be  how  we  adjust  to  the  rapidly 
growing  number  of  newly  aged  citizens. 
And  a  Web  site  operated  by  the  federal 
government  stands  ready  to  give  you 
the  background  on  older  Americans 
today  and  in  the  next  generation.  Come 
here  for: 

•  The  latest  U.S.  Census  Bureau  data  that 
provide  a  statistical  snapshot  of  where  the 
older  population  lives,  the  demographics 
by  five-year  age  groups,  and  the  rankings 
of  the  states,  both  by  percentages  and  by 
actual  numbers. 

•  Other  reports  that  focus  on  older 
Americans’  housing  patterns,  health  is¬ 
sues,  incomes,  education,  and  current  life 
expectancies. 

•  And  predictions  about  aging  in  the  21st 
century,  with  projections  for  over-65  pop¬ 
ulations  for  the  years  2000,  2005,  2015, 
and  2025. 

To  reach  the  data,  visit  the  site  at 
http://www.aoa.dhhs.gov,  which  is  operat¬ 
ed  by  the  Administration  on  Aging,  an 
agency  of  the  federal  Department  of 
Health  and  Human  Services.  Of  particular 
interest  at  this  writing  was  the  publication 
of  the  latest  data  on  the  U.S.  elderly  popu¬ 
lation  as  of  July  1,  1998,  the  newest  num¬ 
bers  available.  Visit  the  section  directly  at 
http://www.aoa.dhhs.gov/aoa/STATS/98 
pop/default.htm  for  tables  detailing  the  lat¬ 

www.mediainfo.com 


est  estimates  from  the  Census  Bureau.  You 
may  view  the  over-65  population  by  five- 
year  age  groups,  selected  age  groups,  per¬ 
centage  distributions,  and  state  rankings  of 
selected  age  groups  by  numbers  and  per¬ 
centage. 


If  you  need  graphics,  don’t  miss  the 
site’s  two  U.S.  maps  detailing  the  older 
population.  Also,  there  are  half  a  dozen 
spreadsheet  files  available  for  down¬ 
loading. 

For  other  reports  and  studies,  click  the 
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link  to  “Statistics  about  Older  People” 
located  at  the  bottom  of  the  introductory 
page.  (Be  warned:  Because  of  a  cluttered 
page  design,  this  and  other  links  can  take 
a  moment  or  two  to  find.)  A  subsequent 
screen  can  hook  you  up  with  electronic 
versions  of  recent  brochures  and  printed 
articles  on  subjects  such  as  age  trends 
and  data  on  health  care  issues.  Also 
come  here  to  find  data  on  such  things  as 
“Americans  Less  Likely  to  Use  Nursing 
Home  Care  Today.” 

For  more  material  of  interest  to  writers 
and  editors,  click  on  the  “Researchers  and 
Students”  link  in  the  middle  of  the  intro¬ 
ductory  page.  The  resulting  screen  pro¬ 
vides  connections  to  the  most  recent 
reports  and  research,  relevant  sites  else¬ 
where  on  the  Web,  and  additional  statisti¬ 
cal  information.  This  is  also  your  reservoir 
for  general  resources  like  the  text  of  rele¬ 
vant  federal  law  relating  to  the  elderly  and 
coverage  of  topics  such  as  long-term  care, 
nutrition  programs.  Medicare  and  welfare 
reform,  and  specialized  data,  like  informa¬ 
tion  on  Native  American  elders. 


Other  general  links  from  the  introduc¬ 
tory  page  include  information  for  older 
people  and  their  families  (health  and  safe¬ 
ty  guidelines,  eldercare  locators,  and 
directories  and  other  useful  Web  sites)  as 
well  as  for  practitioners  and  other  profes¬ 
sionals  (mental  health  guidelines,  poverty 
studies,  government  programs,  and  news 
of  new  proposals). 

Here  are  some  other  considerations  for 


using  the  site  in  your  research  and  writing: 

ITo  approach  the  site's  enormous 
resources  from  another  direction,  click 
the  "Quick  Index”  link  on  the  introducto¬ 
ry  screen.  You  are  then  shown  a  tabular 
site  map  with  links  to  calendars  of  events, 
press  releases,  fact  sheets,  and  directories. 
Of  special  interest  are  the  connections  to 
health  care  anti-fraud  initiatives  and  to 
Year  2000  issues  as  they  relate  to  seniors 


and  the  government  agencies  that  serve 
them. 

2  Looking  for  recent  news  and  an¬ 
nouncements  from  the  Administration 
on  Aging  itself?  Click  the  introductory 
page’s  “What’s  New”  link  at  the  top  of 
the  page.  The  resulting  display  serves  as  a 
kind  of  news  briefing  on  developments  in 
the  federal  government  and  around  the 
country.  It’s  also  a  good  place  for  a  heads- 

- ,  up  on  new  fact  sheets  and 

1  reports. 

k  O  ^ 

\vt11Nv1'  '^covering  age-related 
issues,  visit  the  site’s 
Aging  Network  Resource 
Page  at  http://www.aoa.dhhs.gov/net- 
work.html  for  dozens  of  backgrounders, 
relevant  studies,  directories,  and  impor¬ 
tant  Web  addresses.  MH 

Bowen  ( charleshowen@ CompuServe, 
com)  is  a  West  Virginia  journalist  and  30- 
year  veteran  of  newspapers.  He  is  host  of 
the  daily  “Internet  News"  syndicated 
radio  show. 


STANFORD  UNIVERSITY  ^ 


The  Directorship  of 
the  John  S.  Knight  Fellowship  Program 
for  Professional  Journalists 


Stanford  University  seeks  a  director  for  the  John  S.  Knight 
Fellowship  Program  for  Professional  Journalists.  The  appointment 
will  carry  the  title  "Professor  (Teaching)"  in  the  Department 
of  Communication  and  will  begin  on  or  before  June  1,  2000. 

The  Knight  Fellowships  provide  for  one  year  of  study  at 
Stanford  for  12  of  the  nation’s  outstanding  mid-career  print 
and  broadcast  journalists  and  for  6  to  8  international  fellows 
with  comparable  qualifications. 

The  Director  must  have  an  established  national  reputation  for 
eminence  in  the  profession  of  journalism  and  an  understanding 
of  the  nature  and  organization  of  universities. 

His  or  her  duties  include  the  planning  and  arranging  of  academic 
programs  for  the  fellows,  advising  fellows  on  their  courses  of 
study  at  Stanford,  overseeing  weekly  seminars  for  the  fellows, 
playing  a  leading  role  in  the  recruitment  and  selection  of  fellows, 
managing  the  budget  and  operations  of  the  program,  and  acting 


as  the  spokesperson  for  the  fellowship  program. 

Emphasis  will  be  placed  on  an  applicant’s  record  of  professional 
journalistic  achievement  and  on  any  previous  association  with 
universities.  The  Director  will  be  expected  to  teach  a  course  in 
the  Department  of  Communication. 

The  initial  appointment  is  for  a  five-year  period  and  may  be 
renewed  after  review.  Salary  is  negotiable.  Women  and  minorities 
are  particularly  encouraged  to  apply.  Stanford  University  is  an 
equal  opportunity,  affirmative  action  employer. 

Applicants  should  send  a  letter  of  application,  curriculum 
vitae  and  names  of  three  references  to:  Knight  Directorship 
Search  Committee,  c/o  Henrietta  Grant-Peterkin,  Program 
Administrator;  John  S.  Knight  Fellowship  Program,  Department 
of  Communication  120/424,  Stanford,  CA  94305-2050. 

Applications  should  be  received  by  November  15,  1999. 
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Pa.  firm  arms  small  papers 
with  low-cost  research 


by  Joe  Nicholson 

Sales  reps  at  big  newspapers  are 
armed  with  original  research  to 
impress  advertisers,  but  small-  and 
medium-size  papers  often  feel  they  cannot 
afford  research. 

To  fill  that  gap.  Inland  Research  Corp., 
a  small  Erie,  Pa.-based  company,  sells 
research  that  is  low  in  cost,  although  not 
original. 

Inland’s  research,  which  is  known  as  sec¬ 
ondary  research  because  it  does  not  involve 
original  —  or  proprietary  —  data  developed 
from  interviews,  is  compiled  from  some  40 
sources,  about  half  from  private  outfits, 
such  as  the  Audit  Bureau  of  Circulations, 
and  the  other  half  from  state  and  federal 
agencies,  including  the  U.S.  Census  Bureau 
and  the  Bureau  of  Labor  Statistics. 

Jerry  Szorek,  64,  president  and  CEO  of 
Inland  as  well  as  former  national  advertis¬ 
ing  director  of  the  Erie  Daily  Times  and 
Morning  News  in  Pennsylvania,  said  in  an 
interview  with  E&P  that  he  learned  early 
in  his  career  the  value  of  proving  the  worth 
of  advertising  with  research  numbers. 


inland  Research  Corp.’s  report  tor  the 
Youngstown,  Ohio,  Vindicator  last 
year  uses  numbers  to  paint  a  numerical 
picture  of  the  newspaper’s  strengths  as 
well  competing  media’s  weaknesses. 

The  handsome  black,  gray,  and  white 
binder  is  fortified  for  sales  calls  in  the 
worst  weather.  The  standard  report’s  48 
pages,  including  three  maps  of  the  mar¬ 
ket  area  and  16  color-coded  charts,  are 
all  covered  with  plastic  to  prevent  them 
from  becoming  worn  or  dog-eared. 

Among  other  data,  the  Vindicator’s 
report  contains: 

•  A  Youngstown  demographic  sum¬ 
mary,  which  reports  population, 
448,992;  adults  18  or  over,  343,422; 
median  age,  38.1;  and  average 
household  income,  $45,642. 

•  Color-coded  charts  showing  popula- 


Jerry  Szorek  S.W.  Papert  III 


“It  got  to  the  point  where  business  was 
more  demanding,  and  you  had  to  justify, 
and  you  could  only  do  it  with  numbers,” 
he  said. 

One  Szorek  customer  is  Ron  Capretta, 
49,  advertising  director  of  the  Youngs¬ 
town,  Ohio,  Vindicator,  who  recalled 
interviewing  “several  vendors  to  do  a  pro¬ 
prietary  study.”  Proprietary  research  firms 
asked  more  than  double  the  fee  he  paid 
Inland,  which  he  said  was  under  $7.(XX). 

Although  Capretta  had  authority  to 
commission  a  more  expensive  propri¬ 
etary  study,  he  picked  Inland  because  “in 
the  first  go-through  with  a  research 
study,  it’s  really  all  we  needed.  ...  It’s 


tion  distribution  by  age  and  annual 
income,  with  the  biggest  income  seg¬ 
ment  —  46,386  households  or  26.9% 
—  making  between  $20,000  and 
$39,999.  (Some  11,554  households, 
or  6.7%,  make  over  $100,000.) 

•  The  circulation,  readership,  and  cir¬ 
culation  area  reach  of  the  Vindicator: 
99,364,  234,499,  and  68.3%  of 
adults,  respectively. 

•  A  readership  breakdown  by  newspa¬ 
per  section  showing  fashion  with  the 
biggest  gender  gap,  catching  the  eye 
of  94%  of  female  readers  but  only 
55%  of  men. 

•  Projected  annual  retail  sales  —  with 
breakdowns  by  month  and  by  in¬ 
dustry  —  to  newspaper  households, 
$3,138,742,699. 

—  Joe  Nicholson 


very  easy  for  customers  to  understand.” 

Inland’s  study  helped  Capretta’s  14 
retail  and  four  classified  sales  reps  meet 
one-year  goals  he  set  for  “substantial” 
hikes  in  the  number  of  advertisers  and  in 
total  ad  revenue. 

Vindicator  sales  reps  persuaded  some 
current  advertisers  to  increase  the  fre¬ 
quency  with  which  their  ads  run,  said 
Capretta.  by  pointing  out  an  Inland  chart 
that  demonstrates  advertisement  reader- 
ship  grows  from  53.5%  with  one  ad  a 
week  to  81.3%  with  five  ads  a  week. 

When  Capretta  pursues  advertisers  who 
already  buy  radio  ads.  his  sales  reps  point 
to  an  Inland  chart  that  shows  each  of  the 
city’s  seven  biggest  radio  stations  has  less 
than  8.000  listeners  during  an  average 
quarter  hour. 

“Isn’t  that  amazing?”  asked  Capretta. 
“Radio  is  very  weak.” 

With  advertisers  already  spending  on 
TV,  Vindicator  sales  reps  display  a  chart 
that  reports  on  viewer  activity  during  com¬ 
mercials:  33.6%  got  up  and  left  the  room, 
29.6%  talked  with  others,  9.2%  switched 
channels,  and  5.9%  muted  the  set.  Only 
21 .7%  listened  to  the  TV  commercial. 

Szorek  is  quick  to  admit  to  clients  that 
the  kind  of  research  Inland  sells  they 
could  obtain  themselves:  “I  say,  ’There’s 
no  magic  in  all  this;  you  can  do  it.  ...  The 
only  thing  is  we’ve  been  down  all  the 
blind  alleys,”’  said  Szorek. 

Inland  completes  a  report  in  four  to  six 
weeks,  a  fraction  of  the  time  it  might  take 
someone  who  was  doing  the  Job  for  the 
first  time.  Moreover,  it  is  presented  to  a 
client  in  an  easy-to-read  bound  report 
designed  to  be  taken  on  sales  calls. 

“If  you  Just  give  them  rows  and  rows  of 
numbers,  their  eyes  will  cross,”  said  Don 
Devich  Jr.,  Inland’s  vice  president  for  sales 
and  marketing,  who  spent  more  than  30 
years  in  newspaper  advertising  sales.  “What 
you  need  to  do  is  give  them  a  loaded  gun,  a 
finished  product.” 

No  other  company  produces  similar 
reports  for  newspapers,  according  to 
Szorek.  Other  companies  sell  secondary 
research  in  other  forms,  including  E&P, 
which  publishes  the  Editor  &  Publisher 
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Market  Guide,  and  Claritas,  a  San  Diego- 
based  target-marketing  firm  with  at  least 
100  newspapers  among  its  clients. 

When  a  sales  rep  comes  armed  with 
research,  he  or  she  can  often  arouse  an 
advertiser’s  curiosity  and  get  through  a 
previously  closed  door,  said  Szorek. 

Inland’s  biggest  selling  point  is  the 
price,  ranging  from  $3,595  for  a  newspa¬ 
per  with  circulation  up  to  14,900  to  a  top 
price  of  $8,445  for  a  papier  with  circula¬ 
tion  of  60,000  or  higher. 

Devich  has  told  ad  directors,  “Come 
on,  you  spill  more  beer  than  this  study  is 
going  to  cost  you.” 

Inland’s  report,  which  has  been  pur¬ 
chased  by  more  than  200  newspapers,  can 
be  used  to  turn  around  owners  of  furniture 
stores  who  always  believed  they  could 
restrict  ad  spending  to  the  winter  holiday 
season,  said  Szorek.  “You’d  say,  “Do  you 
know  how  much  is  being  spient  [on  furni¬ 
ture]  in  August  and  September?’  And 
you’d  show  them,”  said  Szorek. 

Inland’s  Vindicator  report  shows  8.7% 
of  market  household  spiending  on  furni¬ 
ture  flows  in  during  November  and  10% 
during  December.  But  spiending 
levels  during  August,  with  8.6%,  VU 
and  September,  with  8.1%,  are 
not  far  behind. 

“From  that  point  on,”  said 
Szorek,  describing  an  imaginary 
conversation  he  would  have  as  a 
sales  rep  talking  to  a  furniture 
owner,  “we’d  talk  about  how  he 
might  set  up  his  ad  budget  for  the 
whole  year.”  Szorek  admits 
clients  could  benefit  more  if  they 
were  willing  to  pay  the  stiffer 
prices  for  proprietary  research. 

“We  say,  ‘If  you  can  afford 
Belden,  go  for  them,”’  said 
Szorek,  referring  to  Dallas-based  Belden 
Associates,  the  newspaper  marketing 
research  firm.  “But  if  you  can’t,  well,  take 
the  crumbs  off  the  table.” 

Since  the  shelf  life  of  research  is  only 
two  years  or  so,  some  newspapiers  buy  an 
Inland  repxirt  when  the  information  from  a 
more  expensive  proprietary  research 
repxirt  becomes  dated,  said  Szorek.  By 
alternating  between  purchases  of  propri¬ 
etary  and  secondary  research,  he  said, 
publishers  cut  costs. 

Belden’s  proprietary  research  begins  at 
about  $10,000  for  a  small  number  of 
interviews  for  a  small  newspaper,  accord¬ 
ing  to  S.W.  Papert  III,  Belden  chairman 
and  CEO. 

Papert  warned  that  secondary  research 
www.mediainfo.com 


Rate  Card 

Here  are  Inland’s  fees  for  its 
secondary  research  report: 

Circulation  Rate 

Up  to  14,900  . $3,595 

15,000  to  29,900  . $4,995 

30,000  to  59,999  . $6,495 

60,000  &  up  . $8,445 


Inland  offers  10%  to  20%  discounts  for  chains, 
multiple  markets,  and  networks  of  papers  with 
cooperative  marketing  agreements. 


is  unlikely  to  be  as  fresh  as  proprietary 
research  and  loses  value  as  it  ages. 
“Clearly  the  newspaper  can  do  this  [sec¬ 
ondary  research]  themselves,  but  if  a  third 
party  can  do  it  more  efficiently  and  less 
expensively  ...  then  it  does  provide 
value,”  he  conceded,  referring  to  Inland’s 
reports. 

“Any  research  is  better  than  no 
research,”  said  Robert  Clark,  vice  presi- 


Viewer  Activity  During  Commercials 


21.7% 


9.2% 

Switched 

channels 


First-half  ’99 
ad  sales  up  5.1% 

Newspaper  advertising  expenditures 
for  the  first  half  of  1 999  totaled  $2 1 .6  bil¬ 
lion.  up  a  healthy  5.1%  over  the  same 
period  last  year  and  on  target  for  a  pre¬ 
dicted  5%  to  5.5%  by  the  end  of  1999, 
according  to  the  Newspaper  Association 
of  America  (naa). 

First-half  results  showed  national 
advertising  leaped  15.1%  to  $3.3  billion, 
classified  rose  3.9%  to  $8.5  billion,  and 
retail  up  3%  to  $9.7  billion,  naa  said. 

NAA  predicted  a  stronger  gross  domes¬ 
tic  product  in  the  second  half  of  the  year 
and  says  first-half  results  put  ad  revenue 
on  target  for  the  trade  group’s  1999  fore¬ 
cast  of  increases  in  the  5%  to  5.5%  range. 

The  Wall  Street  Journal  reported  Sept.  9 
that  its  linage  for  year-to-date  general 
company  advertising  got  a  big  boost  from 
technology  companies  and  rose  15%.  And 
last  month  linage  for  general  company 
advertising,  which  includes  most  of  the 
Journal's  national  advertising,  soared 
almost  50%  over  the  year  before. 


The  Proven 
Professional. 


33.6% 


Got  up  and  left  room 


Source:  Inland  Research 

dent  and  general  manager  of  Claritas’ 
publishing  group.  Claritas  and  E&P  are 
both  owned  by  vnu-usa. 

“What  we  at  Claritas  try  to  do  —  and 
we  can  do  it  for  as  low  as  $5,000  —  is  to 
use  clients’  data  that  includes  information 
about  subscribers  and  advertisers  to  gen¬ 
erate  new  subscribers,”  said  Clark,  who 
explained  a  newspaper’s  own  data  can  be 
used  to  determine  profiles  of  good  sub¬ 
scriber  and  advertiser  prospects. 

Publishers  of  smaller  newspapers  may 
think  Belden’s  starting  fee  of  $10,000  is 
beyond  their  research  budget,  said  Papert, 
who  contended  they  would  find,  “in  some 
cases,  that  is  probably  a  bargain”  if  they 
factor  in  the  boosts  they  get  in  circulation 
and  ad  revenue.  Bi 


Richard  L. 
Hare 


•  Consultant  to  300  dailies,  weeklies, 
and  shoppers  in  last  25  years 

•  Market  wise  in  50  states  and 
Canada 

•  Expert  manager,  trainer 

•  Executive  recruiter 

•  Successful  broker  and  appraiser 

Hare  Associates,  Inc. 

62  Black  Walnut  Drive 
Rochester,  New  York  14615 
716/621-6873 

Celebrating  Twenty-Five  Years 
of  Professional  Service 
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National  ROP  Index  high  in  July 


The  ^(S^P/CMR  Newspaper  Ad¬ 
vertising  Index  shows  that  in  July 
national  ROP  advertising  per¬ 
formed  strongly  and  retail  ROP  remained 
flat  again,  as  it  has  for  most  of  the  year. 
Pre-printed  insert  advertising  was  soft  in 


July,  compared  with  the  same  month  a 
year  earlier.  Display  classified  ROP  adver¬ 
tising  was  strong  the  same  month,  with  the 
exception  of  the  recruitment  category, 
compared  with  the  same  month  a  year  ago. 

The  fdfP/CMR  Newspaper  Advertising 


Index  assesses  the  health  and  trends  in 
U.S.  newspaper  advertising.  It  is  compiled 
by  Competitive  Media  Reporting,  a  lead¬ 
ing  supplier  of  competitive  advertising 
information  to  advertising  agencies,  adver- 
ti.sers,  and  the  media.  Ill 


THE  JULY  E&P/CMR  NEWSPAPER  ADVERTISING  INDEX 


WTHmtmGORIEsESljUiy^BwATKmCA^  iTB  JUtTMRrm  CATEGORIES  jjj^jjUlY^B^AILMTCGORgS  (|U  JULY 


Airlines 

-12% 

-32% 

Auto  Dealer  Associations 

17% 

30% 

Banks/Credit  Cards 

-7% 

-7% 

Computers  &  Software 

11% 

12% 

Corporate/Oflice/Other 

44% 

97% 

Factory  Automotive 

127% 

117% 

Food  &  Household 

-6% 

45% 

Government/Political 

-5% 

1% 

Hotels  &  Resorts 

-2% 

Insurance 

-36% 

Investmenis 

14% 

Mail  Drder 

10% 

Motion  Pictures 

-1% 

Travel  &  Tourism 

3% 

Utililies  &  Communications 

6% 

Apparel  &  Accessory  Stores 
Auto  Supply/Repair 
Books  &  Stationery  Stores 
Building  Materials 
Computer  Stores 
Consumer  Electronics 
Department  Stores 


RETAIL  ROP  INDEX 


Discount  Stores 
Drugstores 
Food  Stores 
Furniture  &  Accessories 
Jewelry  Stores 
Oltice  Suppty  Stores 
Sporting  Goods  Stores 


5%  1% 

-49%  -67% 


National  ROP  categories  pertormed  strongly  in  July  1999.  led  by  continued  strong  advertising  linage  in  the 
Factory  Automotive  and  Auto  Dealer  Associations  categories.  The  Motion  Pictures  and  Food  &  Household 
categories  gained  momentum  in  July,  reducing  previous  year-to-date  linage  losses  in  these  categories.  The 
Mail  Order  category,  one  of  the  smaller  volume  linage  categories,  was  down  in  July,  while  still  maintaining 
gains  in  year-to-date  linage. 


The  Retail  ROP  Index  remained  relatively  flat  again  in  July,  as  it  has  for  most  of  this  year.  Advertising  linage 
in  the  Auto  Supply/Repair  and  Food  Stores  categories  was  down  in  July  compared  with  the  same  period 
last  year.  ROP  advertising  linage  was  up  in  the  Consumer  Electronics  category,  while  the  year-to-date  linage 
for  this  category  remains  well  below  last  year's  levels.  The  Furniture  &  Accessories  category  added  nearly 
all  of  its  year-to-date  linage  gains  in  the  month  of  July. 


Papers  have  to  prep 
for  demographic  shift 


‘Hispanics  are  to 
the  next  century  what 
baby  boomers  were  to  this’ 

by  Joe  Grimm 

As  newspapers  bail  water  over  wor¬ 
ries  that  their  payrolls  don’t  reflect 
the  population,  a  demographic 
tidal  wave  threatens  to  put  them  under. 

Hispanic  people  soon  will  be  the 
nation’s  largest  minority  group,  yet  their 
newsroom  representation,  in  comparison 
to  their  population,  is  lower  than  for  any 
other  major  ethnic  group  in  the  country. 

In  other  words,  newspapers  are  very  far 
behind  with  what  soon  will  be  the  nation’s 
largest  minority  group. 

By  2005,  according  to  the  U.S.  Census 
Bureau,  Hispanic  people  will  have  sur¬ 
passed  African  Americans  as  the  nation’s 
largest  minority  group.  By  2020,  most  of 
the  nation’s  annual  population  growth  will 
be  among  Hispanic  people. 

It’s  happening  now.  From  1997  to 
1998,  the  Census  Bureau  says  that  the 
U.S.  Hispanic  population  grew  by  about 
1,090,000  —  think  of  a  new,  all- 
Hispanic  Dallas  or  San  Antonio.  During 
the  same  period,  the  American  Society 
of  Newspaper  Editors  says,  the  number 
of  Hispanic  journalists  in  U.S.  news¬ 
rooms  grew  by  six  —  not  even  enough  to 
staff  the  weekend  copy  desk  in  one  of 
those  cities. 

Ten  years  from  now,  newspapers  will 
be  asking:  “Where  are  the  Hispanic  jour¬ 
nalists?”  and  “How  can  we  reach  a 
Hispanic  readership?”  It  may  take  10 
years  of  work,  starting  now,  to  catch  up 
In  the  closing  ceremony  at  Unity  ’99, 
Nancy  Baca,  president  of  the  National 
Association  of  Hispanic  Journalists,  asked 
the  crowd,  “How  many  of  us  are  the  first 
person  in  our  family  to  graduate  from  col¬ 
lege?”  Her  question,  which  needed  no 
answer,  drew  a  cheer  of  achievement. 

Nationally,  the  graduation  rate  for 
Hispanic  high-school  students  is  about 
75%,  far  lower  than  for  other  racial  and 
ethnic  groups.  And  newsrooms  simply  do 


not  hire  people  who  have  not  completed 
high  school. 

In  1998,  only  11%  of  Hispanic  Amer¬ 
icans  over  the  age  of  25  had  four  years  of 
college.  That  compares  to  14.7%  of 
African  Americans  and  24.4%  for  the 
population  overall. 

Gilbert  Bailon,  vice  president  and  exec¬ 
utive  editor  of  The  Dallas  Morning  News, 
said,  “The  core  issue  is  education.  When 
you  have  a  population  where  half  the  peo¬ 
ple  are  not  even  getting  out  of  high  school, 
you  have  a  smaller  pool.” 

He  said  the  high-school  dropout  rate, 
even  for  second-  and  third-generation 
Hispanic  Americans,  is  way  too  high. 

Hispanic  high-school  grads  do  not  fol- 


TO  DO  RIGHT  NOW: 

•  Join  the  National  Association  of  His¬ 
panic  Journalists  (you  don’t  have  to  be 
Hispanic),  advertise  with  the  organiza¬ 
tion,  and  plan  to  attend  the  job  fair  at  its 
2000  convention,  June  21-24,  in 
Houston.  NAHj’s  Web  site  is  http:// 
www.nahj.org. 

•  Advertise  openings  in  Spanish-lan- 
guage  publications.  Many  people  who 
read  Spanish-language  publications  do 
it  for  the  news,  not  because  they  can’t 
work  in  English-speaking  offices. 

•  Work  with  your  city  and  news  desks  to 
make  sure  that  they’re  covering 
Hispanic  issues  to  the  degree  they 
should.  One  thing  that  Hispanic  candi¬ 
dates  are  sure  to  look  at  is  whether  cov¬ 
erage  is  appropriate. 

•  Review  your  standards.  Have  you  failed 
to  keep  pace  with  the  times?  Is  a  sec¬ 
ond  language  more  desirable  now  than 
it  once  was?  Many  Hispanic  candidates 
have  two  languages.  What  they  may 
lack  in  journalistic  experience,  they  may 
more  than  make  up  for  in  fluency. 

MID-RANGE 

•  Open  your  newsroom  to  student  tour 
groups. 


low  the  same  college  track  that  newspaper 
staffers  traditionally  follow,  either.  “We 
have  to  go  after  a  different  kind  of  strate¬ 
gy.  Many,  many  Hispanic  students  start 
their  education  —  and  end  it  —  in  junior 
colleges,”  Bailon  said,  adding  that’s 
where  newspapers  need  to  get  involved. 

Before  he  became  editor  of  People  en 
Espahol,  a  national  Spanish-language 
magazine,  Angelo  Figueroa  worked  at  The 
Miami  Herald,  the  San  Francisco 
Examiner,  the  Long  Beach,  Calif.,  Press- 
Telegram  and  the  San  Jose  (Calif.) 
Mercury  Nch’s.  He  said  newspapers  are 
not  keeping  pace  with  the  Hispanic  popu¬ 
lation  for  two  reasons.  One  is  that  many 
editors  and  publishers  haven’t  yet  woken 
up  to  the  fact  it  is  fastest-growing  ethnic 
group  in  the  country. 

“Hispanics  are  to  the  next  century  what 
baby  boomers  were  to  this  century,” 
Figueroa  said.  Throughout  the  country,  he 
said,  not  just  in  the  traditional  and  expect¬ 
ed  places,  Hispanic  communities  are 
growing  rapidly.  “What’s  happening  is 


•  Help  teachers  and  school  newspaper 
advisors  to  do  their  jobs  better.  They 
are  your  front-line  teachers  and  re¬ 
cruiters. 

•  Mentor  Hispanic  journalists  in  your 
community. 

•  Offer  a  Saturday  workshop  for  young 
journalists,  and  get  the  word  out  to 
schools  with  heavy  Hispanic  popula¬ 
tions. 

LONG-RANGE 

•  Recruit  among  young  Hispanic  people 
already  living  in  your  community.  Adopt 
a  high  school  or  middle  school  with  a 
large  Hispanic  population.  Reach  the 
kids  as  they  are  trying  to  determine 
their  career  paths.  Encourage  budding 
writers,  photographers,  and  artists. 
Show  them  that  newspapers  need  their 
work. 

•  Donate  computers,  office  equipment, 
and  assorted  supplies  to  local  school 
programs  or  recreational  programs  that 
are  geared  to  Hispanic  young  people. 
Don’t  throw  away  that  old  computer  if 
someone  else  can  get  something  out  of 
it.  Even  the  ends  of  newsprint  rolls 
from  the  presses  can  make  good  dona¬ 
tions  in  certain  circumstances. 


Recruiting  Hispanic  journalists 


www.mediainfo.com 
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that  society  as  a  whole  is  catching  on  to 
this,  and  newspapers  will  too,  eventually,” 
Figueroa  added. 

He  said  that  poor  retention  is  the  second 
reason  newspapers  haven’t  kept  pace.  “A  lot 
of  Hispanics  who  have  gone  into  newspa¬ 
pers  have  left.  On  the  one  hand,  the  news¬ 
paper  says.  ‘1  want  to  bring  in  this  minority 
journalist  so  he  can  enhance  my  product.’ 
There  may  be  corporate  pressure  about  this 
that  brings  about  some  resentment. 
Oftentimes,  when  this  minority  Journalist 
arrives  at  the  newspaper,  there  is  so  much 
pressure  to  conform  they  get  beaten  down. 

“You  wind  up  having  a  number  to  meet, 
but  you  don’t  get  the  results  of  it  because 
whatever  is  special  that  they  bring  to  the 
table  is  beaten  out  of  them.”  Figueroa  said. 

Dino  Chiecchi,  assistant  managing  edi¬ 
tor  at  the  Tucson  (Ariz.)  Citizen,  said,  “the 
two  keys  here  are  recruitment  and  reten¬ 
tion.  Think  of  it  as  a  line  with  two  ends. 
Once  we  get  them,  do  we  keep  them?  Too 
often,  we  don’t. 

"On  occasion,  we  hire  people  for  too 
big  a  property  before  they  are  ready.  Be¬ 
cause  they  aren’t  quite  ready,  they  get  rel¬ 


egated  to  bad  beats,  and  they  get  disillu¬ 
sioned.  Here  you  are,  trying  to  do  the  right 
thing,  but  it’s  just  not  the  right  thing,” 
Chiecchi  said. 

Quick  fixes  do  not  work.  Chiecchi 
added.  Like  Bailon,  he  said  that  newspa¬ 
pers  must  get  involved  early.  Early 
involvement  led  Chiecchi  to  Estella  Duran. 

“1  come  from  a  poor  section  of  San 
Antonio,”  Duran  said  from  her  home.  “My 
father  is  a  barber;  my  mother  is  a  house¬ 
wife;  and.  in  this  neighborhood,  there  is  a 
lot  of  working  class  who  are  very  unhap¬ 
py  with  their  lives.  A  lot  of  these  people 
don’t  have  any  hope.  A  lot  of  these  people 
don’t  get  through  school. 

“1  actually  had  dropped  out  of  high 
school  my  second  sophomore  year,”  she 
said.  “I  had  been  in  a  journalism  class 
right  before  that,  but  I  had  missed  so  much 
school.  My  teacher  noted  that  1  had  a  lot 
of  potential,  but  1  was  not  focused.  I  had 
no  goals  in  life.  I  was  going  through  a  lot.” 

So,  Duran  became  just  another  kid  to 
write  off.  But  she  had  some  writing  of  her 
own  to  do.  Duran  spent  the  next  year 
describing  the  characters  in  her  neighbor¬ 


FOROHAM  UNIVERSITY  is  looking  for  two  Medio  Relations  Specialists  in  its  Public  Affairs 
Department,  located  at  the  Lincoln  Center  campus  and  an  Inside  Fordham  Editor/Media  Relations 
Sp^ialist  (Grad  Ed). 

BUSINESS,  RELIGION,  STUDENTS 

Responsible  for  publicizing  Fordham  faculty  as  media  experts  in  the  fields  of  business,  religion  and 
student  life.  These  fields  are  covered  by  the  Office  of  Student  Affairs,  the  Schools  of  Business  and  the 
Graduate  School  of  Religion  and  Religious  Education  faculty  at  Lincoln  Center  and  the  Brorvx,  so 
candidate  will  take  an  interdisciplinary  approach  in  promotion. 

LAW,  GRADUATE  SOCIAL  SERVICE 

Responsible  for  publicizing  Fordham  faculty  as  media  experts  in  the  fields  of  law  and  social  service. 
These  fields  are  covered  by  the  School  of  Law  and  the  Graduate  School  of  Social  Service  faculties  at 
Lincoln  Center,  so  candidate  will  take  an  interdisciplinary  approach  in  promotion. 

Qualified  candidates  will  hove  3-5  years  media  relations  experience;  journalism  preferred.  Ability 
to  turn  research  articles  into  news.  Strcmg  news  writing  and  pitching  skills.  Demonstrated  experience 
with  WEB-based  media  and  promotion  a  plus.  Working  knov^edge  of  Microsoft  Word  and 
HTML/WEB  editing  software.  Position  begins  as  soon  as  possible. 

INSIDE  FORDHAM  EDITOR 

Position  reports  to  Associate  Director  of  Media  Relations.  Condidate  responsible  for  the  creation  of 
editorial  and  visual  content,  and  print  production  of  a  monthly  internal  newspaper.  Create  and  direct 
media  plan  for  the  Graduate  School  of  Education  faculty.  AAonoge  photo  archives.  Update  headline 
nevifs  on  University  home  page. 

Qualified  candidates  will  hove  a  Baccalaureate  degree  in  journalism,  communications,  or  other 
related  field.  Candidate  must  be  detail  oriented  with  superior  news  writing  and  editing  skills.  Ability 
to  assign  and  direct  writers  and  photographers.  Working  knowledge  of  AP  Style,  Microsoft  Word 
and  WcB  editing  software.  Previous  news  editing  experience  preferred.  Start  date  is  September  27, 
1999. 

Salary  commensurate  with  experience 

Send  letter,  resume  salary  requirements  and  1 0  best  clips  (required  (or  consideration)  to; 
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hood.  She  would  stay  awake  all  night  and 
through  the  next  day  writing,  insanely, 
she  said.  It’s  not  that  school  launched  her 
into  journalism  so  much  as  journalism 
called  her  back  for  her  education. 

Duran  added:  “I  did  end  up  going  back 
to  school,”  she  said.  “Journalism  pulled 
me  back  because  1  felt  1  had  been  writing 
the  whole  time  I  was  gone,  and  1  began  to 
think  that  1  needed  to  have  a  job,  a  career, 
and  a  future,  and  I  wanted  writing  to  be  a 
part  of  that. 

“1  was  reading  stories  in  the  paper 
about  people  who,  despite  coming  from 
meager  backgrounds  like  mine,  made 
something  of  themselves.  1  began  to 
realize  that  this  was  something  that  I 
could  do. 

“After  my  senior  year,  I  was  in  one  of 
the  Dow  Jones  workshops  for  high- 
school  students,  and  in  that  workshop  1 
was  able  to  work  with  people  from  the 
San  Antonio  Express-News.  I  was  work¬ 
ing  with  Hispanic  men  and  women  who 
were  doing  what  I  wanted  to  do,  and  it 
just  helped  me  so  much  to  see  what  I 
could  do.  It  was  wonderful.” 

Those  mentors,  Chiecchi  among  them, 
encouraged  Duran  to  go  on.  And  she  did. 
She  attended  the  two-year  San  Antonio 
College,  and  transferred  three  years  later 
to  Southwest  Texas  State  University  for 
two  more.  This  year,  she  was  graduated 
from  there. 

Through  college,  Duran  wrote  for  some 
newspapers.  She  worked  part-time  at  the 
E.xpress-News,  and  she  interned  at  The 
Dallas  Morning  News;  in  Washington  for 
The  Boston  Globe;  and.  this  year,  on  the 
culture  desk  at  The  New  York  Times. 

No  quick  fix,  but  a  yearslong  success. 

Just  as  surely  as  newspapers  are  behind 
in  the  quest  for  Hispanic  talent,  competi¬ 
tion  from  other  businesses  will  grow  for 
Hispanic  professionals. 

Newspapers  will  feel  the  same  compe¬ 
tition  they  now  feel  for  African-American 
professionals.  Newspapers,  which  pay 
less  than  several  businesses  that  require 
similar  skills,  may  find  themselves  last  in 
line  for  talent. 

But  Estella  Duran’s  story  may  tell  how 
newspapers  can.  by  the  time  the  Hispanic 
population  becomes  the  nation’s  largest 
minority  group,  recruit  a  ready  and  dedi¬ 
cated  pool  of  talent.  IB 


Joe  Grimm  is  recruiting  and  develop¬ 
ment  editor  at  the  Detroit  Free  Press. 
Send  ideas  to  him  at  grimm@free 
press.com. 
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Double  a  pleasure  or  two  too 
much  for  syndicated  artists? 


Mike  Luckovich  with  examples  of  his  editorial  cartoons  and  upcoming  comic. 


Creators  discuss  the 
pros  and  cons  as  more 
editorial  cartoonists 
launch  comic  strips 

by  David  Astor 

Editorial  cartoonists  have  been  creat¬ 
ing  comics  for  decades,  but  the 
trend  is  accelerating. 

Ten  years  ago,  approximately  12  edito¬ 
rial  cartoonists  also  did  comics,  according 
to  E&P's  1989  Syndicate  Directory.  This 
year,  over  20  artists  do  both. 

Why  the  increase?  One  possible  reason 
is  that  some  newspapers  today  are  firing 
or  not  hiring  staff  editorial  cartoonists 
because  they  feel  they’re  too  expensive  or 
controversial. 

“Editorial  cartoonists  simply  need 
something  to  fall  back  on  because  they 
never  know  when  their  job  is  going  to  be 
pulled  out  from  under  them,”  says  Wiley 
Miller,  a  former  San  Francisco  Examiner 
editorial  cartoonist  who  now  does  the 
“Non  Sequitur"  comic  for  the  Washington 
Post  Writers  Group  (WPWG). 

Miller  used  to  be  strongly  opposed  to 
double-duty  creating  but  says  his  opinion 
“softened  some  because  of  the  dire  condi¬ 
tions  of  editorial  cartooning  today.” 

Another  possible  reason  why  more 
editorial  cartoonists  are  doing  comics? 
“It’s  a  logical  response  to  the  political 
times  we  live  in,”  says  The  Philadelphia 
Daily  Aews/wpwG  editorial  cartoonist 
Signe  Wilkinson,  explaining  that  many 
Americans  are  happy  with  their  lives  and 
don’t  want  to  see  drawings  on  “heavy 
topics.”  But  readers  might  be  more 
responsive  to  social  satire  in  a  humor 
comic. 

A  third  possible  reason  is  that  features 
are  tougher  to  sell  in  an  age  of  fewer  daily 
papers  and  tighter  space.  So  syndicates 
looking  for  a  marketing  edge  seek  strips 
by  well-known  editorial  cartoonists. 

“Syndicates  know  that  you  can  meet  a 
deadline  and  hopefully  have  some  experi¬ 
ence  with  a  punch  line.  And  they  know 


that  there  will  be  newspaper  editors  famil¬ 
iar  with  your  name,”  says  Atlanta  Con- 
stitutionlCreators  Syndicate  editorial  car¬ 
toonist  Mike  Luckovich,  39,  who’s  start¬ 
ing  “SuperZeroes”  for  Tribune  Media 
Services  (tms)  this  January. 

But  Luckovich  says  he’s  doing  the 
comic  —  which  stars  superhero  brothers 
living  in  their  mother’s  basement  — 
because  it’s  fun  and  a  different  creative 
challenge  than  editorial  cartooning. 

Jim  Borgman,  the  Cincinnati  En¬ 
quirer/King  Features  Syndicate  editorial 
cartoonist  who  collaborates  with  Jerry 
Scott  on  “Zits”  for  King,  agrees  that  a 
comic  is  a  different  experience. 

“Our  strip  is  not  political  in  any  way,” 
says  the  1 99 1  Pulitzer  Prize  winner.  “For 
me,  it’s  always  a  relief  when  I’ve  had  my 
fill  of  Washington  and  ‘big  issues’  to 
return  to  life  at  ground  level.” 

Bob  Englehart  also  finds  significant 
variations  between  the  two  genres.  “With 
editorial  cartooning,  the  characters  are 
already  out  there.  With  a  strip,  you  make 
up  your  own  characters,”  says  The 
Hartford  (Conn.)  CoMrant/Paradigm  edi¬ 


torial  cartoonist,  who  created,  with  his 
wife,  Pat  McGrath,  a  Paradigm-syndicat¬ 
ed  comic  launching  Sept.  27.  The 
“ffarm.com”  humor  strip  includes  materi¬ 
al  on  modem  agricultural  subjects  such  as 
genetic  engineering. 

Englehart,  53,  reports  that  the  comic 
requires  about  30  hours  a  week,  although 
editorial  cartooning  is  still  the  first  work 
he  does  after  waking  up.  “I  have  no 
patience  for  incompetence  and  no  willing¬ 
ness  to  cut  anyone  any  slack  in  the  morn¬ 
ing,”  he  says.  “It’s  the  best  time  for  edito¬ 
rial  cartooning.” 

Englehart  finds  doing  two  features 
“energizing”  rather  than  exhausting  so  far 
—  partly  because  he  and  McGrath  enjoy 
collaborating. 

“It  feels  good  creating  something 
together,”  agrees  McGrath,  52,  who  has 
experience  writing  dialog  from  work  she 
and  Englehart  did  for  ESPN  and  Con¬ 
necticut  Public  Television. 

Borgman,  45,  says  doing  “Zits”  with 
another  person  makes  working  on  both 
editorial  cartoons  and  a  comic  a  little 
more  manageable.  Scott  was  especially 
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helpful  after  Borgtnan’s  wife,  Lynn,  died 
suddenly  last  winter  —  taking  on  a  bigger 
share  of  “Zits”  for  six  months.  But 
Borgman,  who  has  two  children  at  home, 
gave  up  speaking  engagements  and  hired 
an  assistant  even  before  Lynn’s  death. 

What  about  the  time  crunch  for  an  edi¬ 
torial  cartoonist  doing  a  comic  solo? 
Luckovich,  a  1995  Pulitzer  winner, 
reports  reducing  the  frequency  of  his 
Constitution  cartoons  from  six  to  five  a 
week.  And  he  says  his  method  of  drawing 
is  to  skip  pencil-sketching  before  inking 
—  which  not  only  saves  time  but  helps 
give  both  his  features  a  lively  look. 

But  Miller,  48,  says  something  has  to 
give  when  any  editorial  cartoonist  also 
does  a  comic.  “They’re  two  full-time  jobs 
with  completely  different  mindsets  and 
completely  different  deadlines,”  he  says. 
“Nobody  is  doing  both  well.” 

Borgman  disagrees,  noting  that  some 
creators  can  do  two  quality  features. 

There’s  also  the  question  of  how  much 
editorial  cartoonists  want  to  cut  into  their 
free  time.  When  asked  why  she  doesn’t  do 
a  comic,  Wilkinson  replies,  “I  enjoy  see¬ 
ing  my  family  once  in  a  while!” 

There’s  no  question  that  at  least  some 
comics  by  editorial  cartoonists  are  selling 
well.  “Zits,”  which  began  just  two  years 
ago,  already  has  over  775  papers.  And  Jeff 
MacNelly's  “Shoe”  (launched  in  1977) 
and  Mike  Peters’  “Mother  Goose  & 
Grimm”  (1984)  have  over  750  and  over 
500  clients,  respectively.  Luckovich  says 
the  presence  of  MacNelly  and  Peters  at 
TMS  is  one  reason  why  he  chose  that  syn¬ 
dicate  for  “SuperZeroes.” 

Among  the  other  syndicated  editorial 
cartoonists  doing  syndicated  comics  are 
Steve  Breen  (“Grand  Avenue,”  United 
Feature  Syndicate).  Gary  Brookins 
(“Pluggers.”  TMS).  John  Deering  (“Strange 
Brew,”  Creators),  Bob  Gorrell  (“Toby,” 
Creators),  Dick  Locher  (“Dick  Tracy,” 
TMS),  Doug  Marlette  (“Kudzu,”  Los 
Angeles  Times  Syndicate),  Jack  Ohman 
(“Mixed  Media,”  TMS),  Steve  Sack 
(“Doodles,”  TMS),  Bill  Schorr  (“The 
Grizzwells,”  Newspaper  Enterprise  Asso¬ 
ciation),  Wayne  Stayskal  (“Ralph,”  King), 
and  Dana  Summers  (“Bound  &  Gagged” 
and  “The  Middletons.”  tms). 

There  are  also  several  syndicated  edito¬ 
rial  cartoonists  who  do  local  comics  and 
several  unsyndicated  editorial  cartoonists 
who  do  syndicated  strips. 

Of  the  approximately  220  comics  dis¬ 
tributed  by  major  syndicates,  about  10% 
are  now  by  editorial  cartoonists. 
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Editorial  cartoonist  Bob  Englehart  teams  with  Pat  McGrath  on  the  “ffarm.com”  comic. 


Net  ‘Homer’  strip 
nets  subscribers 

Wiley  Miller  is  approaching  the 
halfway  mark  in  making  his  Web-only 
“Homer”  comic  a  reality. 

Miller  pulled  “Homer”  from  print  syn¬ 
dication  last  month  {E&P,  Aug.  14,  p.  29) 
with  the  intent  of  making  it  available  only 
to  subscribers  who  want  to  view  it  on  his 
site  (http://www.wileytoons.com). 

The  cartoonist  is  seeking  at  least  2,000 
subscribers  for  a  January  launch.  “We’ve 
had  the  database  to  sign  up  subscribers 
for  a  little  over  three  weeks  now  and  have 
820  subscriptions,”  reports  Miller,  who’s 
charging  people  $2  a  month  if  they  sign 
up  this  year  and  $3  a  month  after  that. 

—  David  Astor 

Anniversary  no 
longer  day  away 

A  Web  site  has  been  launched  to  mark 
the  75th  anniversary  of  the  “Annie” 
comic. 

The  site  (http://www.annie75.com) 
includes  a  pictorial  history  of  the  Tribune 
Media  Services  strip  and  its  various  spin¬ 
offs,  such  as  the  long-running  Broadway 
musical  and  ABC’s  upcoming  Nov.  7 
“Annie”  teleplay  starring  Kathy  Bates 
and  Victor  Garber. 

In  October,  Annie  will  serve  as  nation¬ 


al  “chairkid”  for  the  aspca’s  “Adopt  a 
Shelter  Dog  Month.” 

Museum  to  mark 
strip’s  50th  year 

An  upcoming  “Peanuts”  exhibit  will 
include  a  three-dimensional  re-creation  of 
Charlie  Brown’s  neighborhood  populated 
by  life-size  characters. 

The  show,  marking  next  year’s  50th 
anniversary  of  Charles  Schulz’s  United 
Media  comic,  runs  Oct.  2  through  Jan.  30 
at  the  International  Museum  of  Cartoon 
Art  in  Boca  Raton,  Fla. 

Newswire  offers 
fashion  content 

Fashion  Wire  Daily  has  begun  opera¬ 
tions  at  http://www.fashionwiredaily.com. 

The  service  covers  fashion,  style,  beau¬ 
ty,  and  entertainment  with  stories,  col¬ 
umns,  and  more.  Newspapers  and  other 
users  can  download  text  and/or  photos. 

Scripps  covers 
Hispanic  month 

Scripps  Howard  News  Service  is  offer¬ 
ing  content  marking  Hispanic  Heritage 
Month,  which  began  Sept.  15. 
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More  on  Goss  Graphic  bankruptcy: 
delivery  delays,  but  no  dead  deals 


“It’s  a  little  early  to  tell  whether  the 
project  is  going  to  be  on  schedule 
or  not.”  The  Metroliner  upgrade 
arrived  “basically  on  time.” 

—  Louis  Messina,  Daily  Oklahoman  production  director 


by  Jim  Rosenberg 
and  Mark  Fitzgerald 

Through  the  summer,  financial  diffi¬ 
culties  that  led  Goss  Graphic  Sys¬ 
tems  to  file  a  prepackaged  bankrupt¬ 
cy  reorganization  seemed  to  threaten  the 
progress  of  some  big  U.S.  installations. 

With  a  judge  expected  to  rule  next 
month  on  the  planned  reorganization,  pro¬ 
duction  chiefs  at  those  large  dailies  seemed 
hopeful  and  cautiously  optimistic.  Mean¬ 
while,  a  spokesman  for  the  Westmont,  Ill., 
press  manufacturer  remarked.  “We  are  not 
experiencing  any  cancellations  of  orders  or 
[letters  of  intent].” 

Delayed  unit  shipments  to  Minneapolis 
crimped  the  Star  Tribune's  schedule  for 
expanding  its  Goss  Headliner  Offset’s  page 


and  color  capacity.  But  erectors  expect  the 
paper  to  make  its  original  mid-October 
operating  target,  according  to  the  34 1 ,037- 
circulation  paper’s  printing  operations 
director  Dick  Ruble  (EfifP,  Aug.  2 1 ,  p.  12). 

Another  expansion  —  like  Minneapolis’, 
announced  at  Nexpo  —  adds  capacity  in 
the  form  of  two  Global  Newsliner  towers  to 
the  end  of  one  of  three  Goss  Metroliner 
presslines  at  the  Daily  Oklahoman. 

The  222,876-circulation  Oklahoma  City 
daily  reached  agreement  with  Goss  in  May 
but  did  not  ink  a  contract  until  mid- 
August,  2V2  weeks  after  Goss  filed  for 
Chapter  1 1  protection  in  federal  bankrupt¬ 
cy  court  in  Delaware. 

The  late-spring  agreement  with  Goss 
ensured  that  the  Oklahoman  would  keep 
its  place  in  Goss’  order  sequence  even  if  its 
manufacturing  schedule  slipped,  according 
to  Louis  A.  Messina,  the  paper’s  produc¬ 
tion  director. 

Far  from  rushing  his  paper  to  sign  before 
it  filed  for  Chapter  1 1  reorganization,  Goss, 


said  Messina, 
was  very  co¬ 
operative  in 
working  out 
contract  details 
even  as  it  put 
together  its 
prearranged 
bankruptcy. 

“It’s  a  little  early  to  tell  whether  the 
project’s  going  to  be  on  schedule  or  not,” 
Messina  said  last  week.  “We  don’t  antici¬ 
pate  it  not  being  on  .schedule.” 

The  Oklahoman's  plans  call  for  webs 
from  the  Newsliner  towers  —  each  capable 
of  printing  up  to  16  four-color  broadsheet 
pages  —  to  pass  into  their  own  new  Goss 
2:3:3  jaw  folder  (for  colorful  smaller  prod¬ 
ucts/sections)  or  be  directed  “back  in  the 
other  direction 
to  the  existing 
folder  for  addi¬ 
tional  color  ca¬ 
pacity  on  that 
[Metroliner] 
press,”  said 
Messina. 

In  addition 
to  the  added  capacity,  however,  Goss  was 
to  retrofit  the  Metroliner  with  digital 
inkers  and  controls.  That  work  began 
three  weeks  ago,  and  Messina  reported 
that  “Goss  delivered  basically  on  time  — 
they  were  a  little  bit  late.” 

At  the  Chicago  Sun-Times,  which  is 
building  a  $1 10-million  production  plant 
on  the  city’s  Southwest  Side  (E&P,  Nov.  7, 
1998,  p.  S8),  the  effect  of  the  Goss  bank¬ 
ruptcy  is  still 
hard  to  judge. 

Crain  s  Chi¬ 
cago  Business 
at  the  end  of 
August  quoted 
publisher  R. 

David  Radler 
as  saying  the 
Chapter  1 1  filing  had  pushed  back  the  com¬ 
pletion  date  for  the  project  from  the  first 
quarter  of  2000  to  the  second. 

Radler  blamed  the  delay  specifically  on 
a  shortage  of  parts  for  the  six  double-wide 


Newsliner  color  offset  presses  to  be  in¬ 
stalled  in  the  new  plant. 

Early  this  month,  however,  production 
manager  Randall  Ridge  said  the  comple¬ 
tion  date  “is  constantly  being  adjusted.”  He 
suggested  the  spare  parts  problem  is  easing. 

“We’ve  seen  some  positive  developments 
on  that.”  Ridge  said,  adding  that  the  first 
two  presses  are  installed  and  being  tested, 
and  the  third  should  be  in  by  the  year’s  end. 

“Goss  has  had  some  trying  times,” 
Ridge  said.  “It’s  something  Goss  is  sorting 
out  for  itself.” 

At  the  Ne\i’  York  Post,  “We’re  still  being 
cautious;  we  still  don’t  see  them  being  out 
of  the  woods  yet.”  production  director 
David  O’Neill  said  earlier  this  month.  A 
week  after  management’s  first  face-to-face 
meeting  with  Goss  personnel  since  the 
press  maker  filed  for  Chapter  1 1  reorgani¬ 
zation,  O’Neill  added  that  “there’s  still 
some  concerns  on  our  part,  and  we’re  quite 
frankly  expecting  them  to  fulfill  their  oblig¬ 
ations  as  set  forth  in  the  contract.” 

O’Neill  reported  Goss  “confident”  it 
could  meet  the  timetable  for  equipping  the 
Post  plant  now  going  up  in  the  city’s 
Bronx  borough  (E&P,  June  12,  p.  26). 
“They  said  to  us  that  they  are  proceeding 


as  planned  ...  on  the  assumption  that 
we’ve  still  got  a  second- week-of-January 
mobilization  on  the  job  site,  and  that  the 
equipment  will  probably  start  being  in¬ 
stalled  the  last  week  of  January/beginning 


With  the  first  two  presses  already 
installed  and  being  tested,  the 
completion  date  “is  constantly 
being  adjusted.” 

—  Randall  Ridge,  Sun-Times  production  manager 


“Decisions  on  the  mail  room 
equipment  in  effect  were  put  on 
hold  until  we  get  some  indication 
from  the  bankruptcy  court.” 

—  David  O’Neill,  Post  production  director 
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of  February  of  next  year,”  said  O'Neill. 

“I  think  they  can  do  it,”  he  continued, 
"provided  they  get  some  orders  placed 
with  Enkel  for  the  reels.”  In  that  regard,  he 
added  that  according  to  Goss’  restructur¬ 
ing  and  payment  plans,  "they  expect  to 
have  paid  all  their  debt  to  all  their  vendors 
within  a  nine-month  period.” 

Nevertheless,  until  a  judge  approves  the 
reorganization  and  the  Post  nails  down  ar¬ 
rangements  with  Goss,  any  delay  stalls  fur¬ 
ther  heavy-equipment  purchases.  So  while 
much  mail-room  equipment  already  was 
ordered,  contracts  for  inserting  and  some 
other  postpress  systems  remain  unsigned. 

“Decisions  on  the  mail-room  equip¬ 
ment  in  effect  were  put  on  hold  until  we 
get  some  indication  from  the  bankruptcy 
court  as  to  whether  Goss  will  come  out  of 
bankruptcy  sooner  or  later,”  according  to 
O'Neill.  ■ 

Paper  partners 
settle  suit 

Abitibi-Consolidated  agreed  to  with¬ 
draw  its  appeal  of  a  Judgment  against  it  by 
the  U.S.  Court  for  the  Southern  District  of 
Alabama.  The  newsprint  giant  will  pay  to 
Alabama  River  Newsprint  Co.  the  Judg¬ 
ment  related  to  the  sales  agency  agreement 
between  an  Abitibi  subsidiary  and  ARN. 

Without  admission  of  liability  by  Abi¬ 
tibi.  the  parties  also  settled  a  lawsuit  in 
state  court,  where  damages  were  sought 
from  an  Abitibi  subsidiary. 

Abitibi  has  the  option  (available  in  2(X).3 
or  upon  earlier  refinancing  of  ARN  debt)  to 
buy  out  at  a  nominal  exercise  price  Parsons 
&  Whittemore's  stake  in  ARN  and  in  Ala¬ 
bama  River  Recycling  Co.  Parsons  & 
Whittemore,  Rye  Brook.  N.Y.,  engineers 


and  builds  pulp  and  paper  mills  and  is 
among  the  largest  sellers  of  market  pulp. 

Montreal -based  Abitibi  announced  a 
one-time,  after-tax  charge  of  $51  million 
(Canadian)  in  the  second  quarter  in  addi¬ 
tion  to  the  CS29  million  after-tax  charge  it 
accrued  for  the  federal  suit  in  the  fourth 
quarter  of  1998. 

Completed  in  1990,  arn’s  250,000- 
metric-ton-per-year  mill  is  supplied  by 
Alabama  River  Recycling,  which  pro¬ 
duces  2(X)  tons  of  deinked  pulp  daily. 

Losses  on  paper 

Lower  selling  prices  and  a  litigation 
settlement  (see  above)  contributed  to  $88 
million  (Canadian)  in  second-quarter  net 
losses  on  Just  under  C$1  billion  in  net 
sales  for  Montreal -based  Abitibi-Consoli¬ 
dated.  Net  loss  from  continuing  opera¬ 
tions.  before  restructuring  and  unusual 
expenses  came  to  C$35  million. 

Throughout  the  first  half  of  1999,  the 
world's  biggest  newsprint  producer  per¬ 
manently  shut  down  215.000  tons  of 
capacity  and  cut  sales,  general,  and  ad¬ 
ministrative  expenses  by  14%  compared 
with  the  same  period  in  1998. 

Abitibi  arranged  in  the  United  States 
for  an  offering  of  US$250  million  of  8.5% 
debentures  due  Aug.  1.  2029,  of  Abitibi- 
Consolidated  Inc.  and  of  the  same  aggre¬ 
gate  amount  of  7.875%  lO-year  notes  of 
Abitibi-Consolidated  Finance  LP,  uncon¬ 
ditionally  guaranteed  by  Abitibi-Consoli¬ 
dated  Inc.  Net  proceeds  will  be  used  to 
repay  debt  incurred  to  acquire  the  compa¬ 
ny's  Snowflake,  Ariz.,  mill,  to  partly  fund 
investment  in  its  Asia-Pacific  Joint  ven¬ 
ture,  and  to  reduce  outstanding  bank  debt. 

For  the  quarter  ended  June  .30,  Alliance 
Forest  Products.  Montreal,  reported  a  net 


loss  of  C$11.4  million  on  net  sales  of 
C$257.2  million,  compared  with  net  earn¬ 
ings  of  C$2  million  on  net  sales  of  C$265.7 
million  in  the  same  quarter  last  year. 

Alliance  President  Pierre  Monahan 
credited  “a  dynamic  lumber  market”  with 
partially  offsetting  the  lowest  newsprint 
prices  in  five  years.  Construction  of  the 
company’s  Donnacona  mill's  No.  4  paper 
machine  is  on  schedule  and  within  budget. 

No.  2  North  American  newsprint  maker 
Bowater,  Greenville,  S.C.,  had  second- 
quarter  net  income  of  US$5.2  million. 
Excluding  an  asset  write-down  and  gains 
on  the  sale  of  timberlands  and  on  foreign 
exchange,  Bowater,  too,  shows  a  quarter¬ 
ly  net  loss  —  $16.5  million,  in  contrast  to 
net  income  of  $18.9  million  in  the  second 
quarter  of  1998.  The  company  noted  that 
declining  prices  stabilized  near  the  end  of 
the  quarter  ended  June  30. 

In  July,  Bowater  paid  $15  million  for 
the  assets  of  Nuway  Paper,  Benton  Har¬ 
bor,  Mich.  Nuway’s  “unique  process  for 
coating  various  grades  of  paper,  including 
newsprint.”  it  said,  will  give  Bowater  a 
broader  range  of  coated  papers,  as  well  as 
value-added  opportunities  for  some  of  its 
newsprint  in  such  products  as  coupons,  in¬ 
serts,  and  supplements.  Using  mostly 
newsprint.  Bowater  plans  to  rai.se  the 
plant’s  annual  production  from  60,(XX)  to 
2(X).(X)0  tons. 

A  smaller  U.S.  supplier,  Brant-Allen 
Industries’  Bear  Island  Paper  Co.  subsid¬ 
iary,  sustained  a  second-quarter  net  loss  of 
$2.55  million  ($2.85  million  excluding  a 
gain  on  timberland  sales)  on  sales  of 
$26.47  million,  compared  with  net  income 
of  $1.86  million  on  sales  of  $31.12  mil¬ 
lion  in  the  same  quarter  last  year. 

Back  in  Montreal,  Donohue  Inc.,  a  unit 
of  Quebecor  Inc.,  showed  second-quarter 
net  earnings  of  C$34.2  million  on  net 
sales  of  C$587  million,  compared  with  net 
earnings  of  C$50.4  million  on  net  sales  of 
C$530  million  a  year  earlier. 

The  company  attributed  the  decline  pri¬ 
marily  to  newsprint  transaction  prices  that 
have  been  approximately  20%  below 
those  of  a  year  earlier.  The  effect  of  soft 
newsprint  prices  was  partly  offset  by  a 
greater  volume  of  shipments  (owing  to  the 
acquisition  of  two  former  Champion 
International  newsprint  mills  in  Texas), 
lower  pulp  and  lumber  production  costs, 
and  .stronger  lumber  prices.  Donohue  said 
newsprint  and  specialty  papers  accounted 
for  64%  of  operating  income  for  the  first 
half  of  1999  and  78%  for  the  same  period 
last  year. 


Haiiris*Web&  Folder  Parts  =■ 

Serving  Harris  Press  Users  Since  1982 

izztczD  Cylinders  &  Rollers 

cnczD  Shafts  &  Bearings 

Gears  &  Housings 
i=ic=i  Cams  &  Brackets 
Consumables 

Printing  Technology  Inc. 

4804  Laurel  Lane,  Fort  Myers,  FL  33908  U.S.A. 

Ph  941-590-6777  •  Fax  941-590-6806  •  E-mail  h  arris  we  B(g  aol.com 

46 


EDITOR  &  PUBLISHER  '  SEPTEMBER  18.  1999 


www.mediainfo.com 


E(S?P  CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.com  •  micheiea@mediainfo.com 


FEATURES 

AVAILABLE 


ASTROLOGY 


Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http:/ /www.time-doto.com 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 

COLUMNS  AVAILABLE 

WE'LL  DO  the  writing,  you  sell  the  ads! 

Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  reporting 
Automotive  News  Syndicate 

Joe  Hanley  (212)254-0890 

Fax  (212)  254-7646 

“Inspirational  advice  inspired  by  the 
mountains  and  meant  for  the  heart.” 
'Mountain  Therapy'  —  A  column  by 
Nancy  Pollard  Dowie  (435)  649-7600. 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

E-mailed  with  photos.  (800)  959-9977 

PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Coll  (800)  292-4308/(909)  766-7617 


FAX  your  ad  to 
212  4929  41259 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 

McGann  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)  826-1335 


OWN  YOUR  OWN  MAGAZINE 
Award-winning  city  magazines.  Can 
be  located  anywhere.  We  do  consulta¬ 
tions,  production  and  printing.  You  do 
editorial  and  advertising  sales.  All 
profits  are  yours,  $100,000-t-  potential. 
(352)  622-2995. 

INTERNET 

DOMAIN  FOR  SALE 
VAMW.EZaASSIFIEDS.COM 
$10,000/abo 

info@visitormags.com  (707)  443-4887 

NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  Ke/'ereuces 

(214)  265-9300  jj(j  Rickenbacher 

Rickenbacher  Media 

67,41  Dfsco  Dr..  Dalla.s.  TX  75225 
WWW .  rickonbachcrmcdia  .com 


NEWSPAPER  BROKERS 


770Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 

John  Szefc,  Midwest  (91 4)  291  -7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


DORAAAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  174 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


‘A  traditloii  of  service 

to  community  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  ” 

Bolitho  Media  Service 

Brokers  “Appraisers  •  Consultants 

(580]t  421-9600 

RO.  Box  1985  “Ada,  OK  74821-1985  Tom  Bolitho 
_ Web  address:  bolitho.com  *  e-mail:  bolitho@bolitho.com 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitians 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(909)  626-6440  Fax  (909)  624-8852 

JMPC,  Est  1983,  sells  cammunity,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 0(X) 

3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 

MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #11,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 

MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


FLORIDA  DEMOCRAT  (Statewide). 
Established  1951.  Inactive,  no  equip¬ 
ment  or  real  estate.  Niche  market  pub¬ 
lication,  name,  corporation,  goodwill. 
P.O.  Box  565357,  (Miami)  Pinecrest, 
FL  33256. 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  . 
www.mediamergers.com 


FOR  CURRENT  USTINGS 
GOTO 
cribb.com 


USTING  OF  THE  MONTH: 

Group  of  five  weeklies  grossing  over 
$1.2  million  in  fast  growing  area.  Price 
includes  real  estate.  A  great  group! 
CALL  FOR  A  LISTING  NEWSLETTER! 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  BOX  2001 ,  BRANSON,  MO  65615 
(417)  336-3457 

OR  E-MAIL:  BROKERED1@AOL.COM 


LISTING  OF  THE  MONTH: 

Big  Tri-Weekly,  Grossing  $900K-k 
5-unit  web,  $1 75,000  cash  flow. 
CALL  FOR  A  USTING  NEWSLETTER! 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  BOX  2001 ,  BRANSON,  MO  6561 5 
(417)  336-3457 

OR  E-MAIL:  BROKERED1@AOL.COM 


RURAL  NORTHERN  NEW  ENGLAND 
paid  weekly  grossing  $300,000.  Reply 
with  letter  explaining  interest  to  Box 
08932,  Editor  &  Publisher. 


NEWSPAPER  BROKERS 


Confidential  Appraisal  Bolitho-Cribb 
for  Estate,  ESOP,  &  AsSOCiatCS 
Partners,  Bank,  Tax,  Pubticatlon  Brokerage 

Stock,  Assets  *  Appraisals 


We  have  sold 
thousands  of  ! 
publishing  companies  < 
since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Crfbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemark  MT  59715 
jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  828iM 
jfhicksetrib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341(k 
tokis@mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


NEWSPAPERS  WANTED 

FACKEIMAN  NEWSPAPERS  SEEKS  to 
odd  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  ar  mail  Box 
2265,  Panama  City,  FL  32402. 


NEWSPAPERS  WANTED 

WE  HAVE  BUYERS 
(or  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $100K  to  $100M 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knovdes,  President 
(909)  626-6440  Fax  (909)  624-8852 


PUBUCATIONS  FOR  SALE 

MONTHLY  ADVERTISING  publication, 
major  metro  are  a  Northern  California 
.Awesome  income  producer,  well  estab¬ 
lished  and  growing. 

(530)  926-6236 
or  (530)  926-5575. 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 


NO  NONSENSE  50”  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 


TWO  CHESIRE  lABEUNG  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


MAILROOM 


1  Hall  Monarch  Bottomwrap  & 
1  Hall  Monitor  Counter 
Stacker/ with  Ranger  Laser. 
As  is.  Will  Sell  or  Trade  for 
Kirk  Rudy  Labeling  Machine 
with  215  txiseana  21 1  head. 
Call  (903)  596-6250 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher Arimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


MAILROOM  EQUIPMENT 
Slandlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 


FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact;  John  Wills 

(516)  843-3003 
Fax:  (516)  843-2280 


MELVILLE,  NY 


MAILROOM 


PREPRESS 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886  Fox  (816)  887-2762 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


PIONEER  EQUIPMENT 
•  Inserters  &  Stackers 
•  Strapers  •  Labelers  *1/4  Folders 
(21 7)  431  -0275,  Fax  (21 7)  43 1  -0273 


PRESSES 


COMMERCIAL  PRESSES  &  AUXlUARIES 
Brush  Dampener  Conversions 
(815)  648-461 1  Fax  (815)  648-2856 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems 

•  Buy/Sell  Used  Mailroom  Equipment 

Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-PRESS  EQUIPMENT  FOR  SALE: 

•  (3)  SCITEX  SUPER  PRISMA  STA¬ 
TIONS;  each  includes:  MiniWhisper 
cabinet  (1 1  slots)  with  Intel  80586  pro¬ 
cessor,  2x2  GB  disk  drives.  Four  (4) 
SCSI  bus  ports,  5  expansion  slots. 
Fiber  Optic/SFL  card  (Fiberlink 
network),  LAN  card  (BNC/AUI),  1 9" 
Barco  high  resalution  32-bit  monitor 

I  and  graphic  card.  Layout  digitizing 
table  (16"  X  20",  1000  dpi)  integrated 
into  workstation  desk.  Each  $4,000 
plus  shipping. 

•  (1)  HP  MAGNETIC  TAPE  UNIT  with 
option  For  Whisper,  $500  plus  ship¬ 
ping. 

•  (4)  SCITEX  MICROWHISPER  I/O's; 
each  includes:  Intel  80386  CPU,  2x1.4 
GByte  disk  drives,  HSP  (High  Speed 
Processor)  cards.  System  Terminal  and 
Software.  Each  $500  plus  shipping. 

•  (1)  MACROSTORAGE:  with  8x1  gig 
hard  disks  that  provide  extra  logical 
volume  space  (or  whispers;  $500  plus 
shipping. 

All  this  equipment  is  in  perfect  working 
condition  since  it  is  currently  in  use 
under  full  service  contract. 

Call  Mike  Johnson  ot  (21 2)  450-7037 


EXCELLENT  OPPORTUNITY 
5-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  color  unit  (UOP), 
1  stacked  unit,  3  mono  units. 

Very  clean.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)561-6401  inter@sprintmail.com 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


GLOBAL  SINGLEWIDTH  SALES 
Sell/Rebuild  Used  Equipment 
Specializing  in  Goss 
Inventory  Immediately  Available 
Call  (630)  876-9977 
Fox  (630)  876-9972 


COMPLETE  SET  R.  HOE  &  CO. 
watercolor  reproductions  History  of 
Newspaper  Presses,  framed.  Call  (914) 
353-1 122,  fax  (914)  353-1086. 


_ PRESSES _ 

MOST  EXTENSIVE  SELEaiON  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
vrvrw.webpresses.com 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 
Goss  Y  columns  all  sizes 
Goss  Metro  Units 
Harris  1650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fox:  (323)  256-7607 

USED  NEWSPAPER  PRESSES. 

Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  *  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 

WANTED  TO  BUY 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anyvrhere.  Call  Jim  1  (800)  872-9990. 

PRESSES 


Like-new  22"  Cut-off  Goss  Colorliner 
Price  Just  Reduced 


★Double  3:2, 160-page  folders 
★27  printing  couples^ 

★22"  (560mm)  cut-off,  75,000  pph^ 
★Nine  CT45  RTP’s^ 

★Available  immediately^ 

★Large  amount  of  spare  parts  available^ 
★Placed  in  production  1990^ 

Inland  Newspaper  Machinery  Corp. 

(913)  492-9050;  toll-free  1-800-255-6746 
Fax:  (913)  492-6217 
Visit  our  website  at  www.inlandnews.com 


I  WANTED  TO  BUY 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
I  All  Mailroom  Equipment 

Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 

Classifieds 

I  SUBSCRIBE 

TO  E&F 

TODAY 


PRESSES 
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INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

MM  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nafionwide  TELEMARKCTING 
Horace  Soufhward 
(877)  550-1515 
E-mail:  mnsl@mefro-news.com 
www.metro-news.com 

!MI!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS!!  Ml 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 
Joseph  Skoff  (800)  21 8-6731 


JOHN  A.  BURKE 
NY  •  NJ  •  PA 

CIRCULATION  MARKETING  SERVICES 
Phone/Fax:  (516)  588-2735 


NEWSPAPER  EXECUTIVE  SEARCH 


CIRCULATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

!  NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 


NEWSPAPER  EXECUTIVE  SEARCH 


I  CIRCULATION  SERVICES 

j  SPEaRUM  AAARKETING  SERVICES 

'  A  teleservices  solution  for 

j  •  Cold-call  projects 
•  Stop-saver  projects 
*  •  Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 


TELE  DIREa  MARKETING,  INC. 
(912)  226-6100  Fax  (912)  226-5414 
“newspaper  telemarketing  experts" 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 

COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

CIRCULATION  SERVICES 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

j  MASTHEAD  can  provide:  New  or  used 
j  drive  motors  and  consoles  for  single  or 
j  double  width  presses.  Also:  Parallel 
j  drives,  harsepower  upgrades  or  new 
I  AC  Drive  Conversions, 
i  MASTHEAD  INTERNATIONAL 

I  (800)  545-6908,  24  hour  line 

I  (505)842-1357 

P.O.Box  1952 
Albuquerque,  NM  87103 


i  PRESSROOM  CLEANING  PROBLEMS? 

I  Dirty  presses,  ceilings,  walls,  beams? 
;  Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
:  ductwork? 

Daily  Service  Contracts 
'  One  Time  Service 

I  ALL  WORK  DONE  TO  YOUR 

I  COMPLETE  SATISFAaiON! 

j  30  Years  experience! 

;  PRESSROOM  CLEANERS 
I  CALL  TOLL  FREE  (800)  657-21 1 0 


CIRCULATION  SERVICES 


Executive  Search  Consultants 

"Our  AsscK’iates  are  former  newspaper  execs  with  over  70  years 
experience,  call  me  for  a  confidential  discussion  of  your  needs." 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas(§> rhaas.com 

Ron  Haas 

CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 

is  Proud  To  Offer 

Predictive  Post-Start  Verification  with  instant  E-mail 
Route  Specific  Reports,  Precise  Response  Data 
Instant  Problem  Notification  and  Lower  Rates 
We  Still  Guarantee  25%  Prepaid  Subscription  Sales! 
Call  Andy  Orr  at  1  (888)  343-0470  for  more  information 


HELP  WANTED 


_ ACCOUNTING _ 

CONTROLLER 

A  Metro-sized  daily  newspaper 
located  in  Zone  5  is  seeking  a  highly 
motivated  individual  for  the  position  of 
Controller.  The  Controller  will  be 
responsible  for  the  supervision  of  the 
accounting  and  credit  department 
staffs.  The  successful  candidate  will 
create  and  distribute  timely  financial 
information,  be  responsible  for  month- 
end  closings,  cash  flow  planning  and 
will  help  in  the  establishment  of  an 
effective  budgeting  system.  The  right 
candidate  for  this  position  will  be  team 
oriented,  be  qualified  as  a  CPA,  have 
at  least  5  years  of  accounting  and 
supervisory  experience,  and  be  profi¬ 
cient  in  Vi/ord  and  Excel.  Please  send 
your  resume,  salary  history  and 
expression  of  interest  to  Box  (58937, 
Editor  &  Publisher. 


E&P’s  Classified 


ADMINISTRATIVE 


ADMINISTRATIVE 


ADMINISTRATIVE 


The  newspaper 
industry’s  meeting 
place. 

(2U)  675*4380 


COUNTRY  MANAGER 

New  World  Publishing,  Central 
Europe's  leading  independent  pub¬ 
lisher,  is  looking  for  a  Country  Man¬ 
ager  for  its  Czech  operations.  The 
Country  Manager  will  be  responsible 
for  the  overall  performance  of  the  busi¬ 
ness,  new  business  development  and 
relationship  building.  Position  reports 
directly  to  the  Chief  Operating  Officer. 
Successful  candidates  should  have  a 
minimum  of  5  years  management 
experience,  preferably  in  publishing  or 
advertising.  Remuneratian  com¬ 
mensurate  with  experience.  Please 
send  resume  and  caver  letter  to: 
dwheeler@pbj.cz 
Fax  (011)  (4202)  2426-1361 


GENERAL  MANAGER 
j  Award-winning  weekly  broadsheet  in 
j  the  beautiful  Berkshires  (Western  MA) 

!  seeks  energetic,  creative,  experienced 
;  General  Manager  with  good  news 
:  sense  and  strong  sales  background. 

:  Salary  plus  commission.  Send  resume 
i  to  Box  08920,  Editor  &  Publisher. 

I  PUBLISHER  -  Northern  New  Jersey 
weekly  community  newspaper  group 
I  located  in  thriving  area  near  major 
metro  market.  Require  marketing  expe¬ 
rience  in  a  competitive  media  area; 
experience  in  new  products,  strategy 
planning.  Minimum  10  years  experi¬ 
ence  as  publisher,  community  newspa¬ 
pers.  Mail  resume  to  Resume,  P.O.  Box 
4154,  South  Hackensack,  NJ  07606 
1  or  fax  to  (21 2)  262-8741. 


PUBLISHER 

Times-Shamrock  Communications  has 
an  immediate  opening  for  Publisher  of 
a  12,(XX)  circulation  AM  daily  and  a 
5,000  circulation  weekly  in  Shamokin, 
a  small  vibrant  market  in  Central  Penn¬ 
sylvania. 

The  ideal  candidate  must  possess  a 
strong  work  history  which  reflects  good 
I  management  and  leadership  skills.  You 
'  must  have  considerable  experience,  be 
;  successful  in  managing  people  and  be 
i  able  to  create  effective  planning  docu- 
i  ments,  which  include  budgets,  goals 
j  and  action  plans.  You  should  be  able 
to  lead  a  team  of  managers  toward  a 
commonly  shared  goal.  The  ability  to 
.  effectively  motivate  and  communicate 
I  is  also  a  requirement.  Background  in 
I  commercial  printing  would  also  be 
!  helpful. 

Times-Shamrock  Communications  is  a 
family-owned  media  corporation 
encompassing  26  print  and  1 2  radio 
broadcasting  properties.  We  offer  a  com- 
petitive  salary,  generous  benefits 
package  and  the  opportunity  to  lead 
I  an  award-winning  newspaper. 

I  Please  send  resume  and  salary  require¬ 
ments  to  George  V.  Lynett,  Times- 
I  Shamrock  Communications,  149  Penn 
j  Avenue,  Scranton,  PA  1 8503. 

i  Faith  is  God  felt  by  heart,  not  by  reason 

Blaise  Pascal 


WE'RE  SEEKING  A  general  manager 
for  our  160,(XX}  biweekly  agricultural 
shopper.  Midwest  Messenger,  which  is 
delivered  to  rural  households  covering 
the  state  of  Nebraska  and  parts  of 
Iowa,  Colorado,  and  Wyaming. 

This  operation  is  located  in  Tekamah, 
NE  and  is  the  newest  addition  to  the 
Agri-Media  division  of  Lee  Enterprises 
Inc.  Close  to  Omaha  and  Lincoln,  the 
Midwest  Messenger  also  includes  a 
weekly  newspaper  and  commercial 
print  facility. 

Qualified  candidates  will  have  strong 
sales  management  skills  and  experi¬ 
ence  with  publishing  production  pro¬ 
cesses,  plus  possess  an  innate  ability  to 
lead  people  and  achieve  change. 

Lee  Enterprises  Inc.  offers  great  advan¬ 
cement  opportunities  as  well  as 
excellent  compensation  and  benefits.  If 
you  are  interested  in  this  position, 
please  send  a  resume  and  references 
to  Libby  Simes,  HR  director,  Lee  Agri- 
Media,  P.O.  Box  918,  Bismark,  ND 
58502-0918 


R 


Your  communication 
link  to  the  newspaper 
industry  every 
week  since  1884. 
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£LASS!FiEl: 


HELP  WANTED 


_ ACADEMIC _ 

KNIGHT  CHAIR  IN  X)URNAUSM 

William  Allen  White  School  of  Journal¬ 
ism  and  Mass  Communications,  Uni¬ 
versity  of  Kansas.  Candidates  from  all 
media  are  encouraged  to  apply  for  the 
Knight  Chair  in  Journalism,  an 
endowed  chair  focusing  on  community 
journalism  and  carrying  the  rank  of  full 
professor  with  tenure.  Appointment  to 
begin  in  August  2000.  We  seek  a 
modern  media  leader  with  demonstrated 
commitment  to  creating  fresh 
understandings,  inspiring  new 
solutions  and  encouraging  common  com¬ 
munity  purpose  in  a  convergent  media 
world.  The  successful  candidate  will 
bring  extensive  professional  journalism 
background  including  management 
experience  and  a  demonstrated  com¬ 
mitment  to  community.  The  Chair  will 
contribute  enthusiastically  to  the  class¬ 
room  and  to  the  School's  research, 
publishing  and  service  activities.  In 
addition,  the  Knight  Chair  will 
organize  biennial  national  symposia 
focusing  on  the  leadership  role  of 
media  in  communities.  The  William 
Allen  White  School  is  a  traditionally 
top-ranked  journalism  program  in  one 
of  the  premier  college  towns  in  the 
country.  We  take  pride  in  teaching 
fundamentals  while  moving  toward  the 
future  with  what  our  ACEJMC  reac¬ 
creditation  team  recently  called  | 
“pioneering  efforts  to  prepare  students  j 
for  media  convergence.”  A  Bachelor's  j 
degree  is  required;  advanced  degrees 
and  teaching  experience  are  preferred. 

To  request  a  position  announcement 
and  to  apply,  contact  Mary  Wallace, 
search  coordinator  and  assistant  dean. 
School  of  Journalism,  200  Stauffer-Flint 
Hall,  University  of  Kansas,  Lawrence, 
KS  66045.  Telephone  (785)  864-4752 
Fax:  (785)  864-5318 
E-mail;  mjwallac@eagle.cc.ukans.edu 
A  complete  application  will  include  a 
letter  of  application,  a  resume  or  cur¬ 
riculum  vita,  and  names  and  telephone 
numbers  of  3  references  who  can  com¬ 
ment  on  your  qualifications  for  the  posi¬ 
tion.  Priority  consideration  will  be 
given  to  applications  received  by 
November  1,  1999. 


It’s  A  Classified 

Secret! 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder. 

I  If  you  don't  want  your  reply  to  go  to  certain 
I  newspapers  (or  companies),  seal  your 
;  reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  It  the  Box  Number  you're  answering 
is  on  your  list.  We  ll  discard  your  reply. 


_ ACADEMIC _ 

;  ASSISTANT  PROFESSOR 
j  To  Teach  Copy  Editing 

!  The  School  of  Journalism  and  Mass 
Communications  at  the  University  of 
North  Carolina  at  Chapel  Hill  is 
searching  for  an  outstanding  person  to 
join  its  faculty  as  an  assistant  pro¬ 
fessor.  The  School  recently  moved  into 
a  handsome  building  and  seeks  a  col¬ 
league  with  the  vision  and  dedication 
to  continue  the  School's  tradition  of 
excellence. 

Duties:  Teach  courses,  primarily  in 
copy  editing.  Must  have  strong  interest 
in  new  media.  Perform  other  customary 
duties  of  a  faculty  member:  research  or 
creative  activity,  advising  and  service. 
Qualifications:  Capability  and 
expertise  to  become  an  outstanding 
teacher.  Appropriate  professional 
experience.  Ajaplicants  should  be  famil¬ 
iar  with  QuarkXPress  software. 

The  search  committee  will  begin  to 
review  ap  plications  Nov.  1,  1999.  The 
starting  date  for  the  appointment  is  July 
1,  2000,  or  as  soon  as  possible 
thereafter. 

To  apply,  submit  a  letter,  resume  and 
names  of  at  least  three  references.  If 
you  wish,  submit  course  syllabi  or 
other  material,  all  to: 

Professor  Bill  Cloud,  Chair 
Copy  Editing  Search  Committee 
School  of  Journalism  and 
Mass  Communication 
University  of  North  Carolina  at 
Chapel  Hill 
Campus  Box  3365 
Chapel,  NC  27599-3365 

Telephone  (919)962-4070 
Fax  (91 9)  962-0620 
E-mail  blll_cloud@unc.edu 

The  University  of  North  Carolina  at 
Chapel  Hill  is  an  Equal  Opportunity 
Employer 


_ ADVERTISING _ 

AD  DIREaOR/SALES  AAANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


CLASSIFIED  ADVERTISING  MANAGER 

The  Norwich  Bulletin,  a  7-clciy  Gannett 
newspaper  in  eastern  Connecticut,  has 
an  exciting  opportunity  for  a  Classified 
Advertising  AAanoger  to  lead  our  staff 
of  10  inside  and  outside  sales  pro¬ 
fessionals.  The  primary  responsibilities 
include  managing  and  attaining 
monthly  sales  goals  and  managing 
both  inbound  and  outbound  call 
efforts.  This  individual  will  also  be 
responsible  for  the  continued  success  of 
automotive,  real  estate  and  employ¬ 
ment  categories,  including  expanding 
and  developing  new  advertising  oppor¬ 
tunities.  Requires  previous  advertising 
sales  experience,  the  ability  to  lead, 
motivate  and  develop  staff  and 
manage  in  a  multi  task  environment. 

We  offer  competitive  compensation, 
including  salary  and  commission,  and 
an  excellent  benefits  package.  To 
apply,  please  send  or  fax  your  resume 
to  Human  Resources,  Norwich  Bulletin, 
66  Franklin  Street,  Norwich,  CT 
06360,  Fax  (860)  885-1312  or  E-mail 
jdunn@norwich.gannett.com  EOE 


_ ADVERTISING _ 

I  CLASSIFIED  ADVERTISING  MANAGER 

We  are  looking  (or  a  highly  motivated 
and  enthusiastic  winner  wdra: 

•Has  demonstrated  strong  team¬ 
building  skills 
•Leads  by  example 
•Is  energetic 

•Has  a  passion  for  the  newspaper 
industry 

•Is  fair  and  honest 

I  We  offer  this  individual: 

•A  new  state  of  the  art  front-end  system 
•A  rapidly  growing  Automotive  &  Real 
Estate  market 

•Continued  training  and  development 
opportunities 

•“Qne  of  3  hottest  cities  in  southeast 
where  business  is  booming”,  as  stated 
in  the  Wall  Street  Journal 

Work  experience  should  include:  3 
years  sales  management  experience 
preferably  in  clossined  advertising  and 
particularly  in  Inside  sales.  The  selected 
candidate  will  lead  a  team  of  1 1  indi¬ 
viduals  that  consists  of  a  strong  and 
seasoned  Automotive  and  Real  Estate 
team,  a  dedicated  Employment  team 
and  a  devoted  and  hardworking  group 
of  Inside  Sales  Reps.  Send  r6sum6s  to; 

Melody  Bishop,  Advertising  Director 
1  The  Jackson  Sun 

i  P.O.  Box  1059 

I  Jackson,  TN  38302 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
WWW. boonenewspapers.com 


_ ADVERTISING _ 

ADVERTISING  SALESPERSON  needed 
for  a  BTB  trade  publication  located  in 
central  NJ.  Must  be  experienced  in 
magazine/yellow  pages  advertising. 
Good  salary  and  commission  plus 
401  (k),  medical,  etc.  For  details  con¬ 
tact  Ann  O'Neal,  publisher 
(609)  587-6200 

j  DIREaOR  OF  ADVERTISING 

!  The  Pennsylvania  Newspaper  Associa¬ 
tion  is  seeking  a  Director  of  Advertising 
to  lead  dynamic  sales  team.  Great 
opportunity  for  a  proven  sales  man¬ 
ager  looking  for  the  challenge  of  grow- 
ing  the  sales  organization. 
Responsibilities  include  marketing  and 
selling  advertising  in  newspapers 
i  through  the  Pennsylvania  Newspaper 
j  Natw^. 

[  Must  be  a  self-starter,  resourceful,  well 
I  organized  and  able  to  foster  teamwork 
and  cooperation.  Strong  verbal  and 
written  communication  and  computer 
skills  required.  Duties  include  oversee¬ 
ing  all  sales  processes,  media  buying 
functions,  budgeting,  marketing  and  pro¬ 
motion,  and  public  presentations. 

'i  Some  overnight  travel.  Top  association 
!  position  for  right  person,  reporting  to 
Executive  Director.  College  degree 
required.  Necessary  experience  in 
advertising  sales  and  marketing, 
j  advertising  or  media  buying  company. 

j  Please  send  resume  and  references  to 
I  Chris  Dimov,  Pennsylvania  Newspaper 
Association,  3899  North  Front  Street, 
j  Harrisburg,  PA  17110.  EOE 


ADVERTISING  ADVERTISING 


CENTRAL  REGIONAL  SALES  MANAGER 

The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter  to  be 
our  Central  Regional  Sales  Manager. 

Candidate  requirements: 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  5  years  Print  ad  sales  experience 

•  Primary  responsibilities  include  the  sale  of  display  advertising 

!  across  multiple  print  and  web  products  plus  trade  show  exhibit  and 
I  sponsorships 
j 

Please  fax  letter  of  interest,  resume  and  salary  requirements  to  (212) 
691-6939  or  mail: 

Dennis  O'Neill 
VP  Sales  &  Advertising 
The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  denniso@mediainfo.com 


www.medjainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  18.  1999 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  OPERATIONS 
MANAGER 

The  Omaha  Warld-Herald  is  starting 
the  new  millennium  with  a  $100 
million  state-of-the-art  printing  facility 
and  full  pagination  computer  to  plate. 
We  need  a  proven  leader  to  play  a 
major  role  in  leading  advertising  pre¬ 
press  on  this  exciting  and  invigorating 
journey! 

The  Advertising  Operations  depart¬ 
ment  is  a  40+  staff  of  graphic  artists, 
ad  services  personnel,  digital  transfer 
specialists  and  classified  poginators. 
Everything  pre-press  that  is  advertising 
related  is  handled  by  Advertising 
Operations. 

Candidates  preferably  will  bring 
technical  sales,  and  management 
expertise  to  the  challenge.  Previous 
newspaper  experience  is  certainly  pre¬ 
ferred.  Use  your  technical  knowledge 
and  management  savvy  to  lead  the 
creative  effort  to  support  advertising 
sales  with  complete  responsibility  for 
production  and  customer  service.  Our 
creative  software  is  Creator2  on  Macs 
with  Pagination  on  Harris  NMP  and  C- 
PAG. 

The  Omaha  World-Herald  is  an 
employee  owned  twice  daily  newspa¬ 
per  with  a  250,0(X)+  circulation.  We 
offer  a  competitive  compensation  plan 
that  includes  three  choices  for  Health 
Care,  a  Dental  Plan,  as  well  as  vaca¬ 
tion  and  tuition  reimbursement. 

Serious  applicants  should  send  their 
resume  and  caver  letter  with  salary 
expectations  to  the  address  below. 

Omaha  World-Herald 

World-Herald  Square 
Omaha,  NE  68102 

Fax:  (402)  444-1211 

E-mail  msimmands@owh.com 

DIREaOR/ClASSIFIED  ADVERTISING 

If  you  are  experienced,  aggressive  and 
results  oriented  our  job  may  be  the  one 
for  you.  We  are  a  newsweekly  group, 
with  circulation  of  226,000  that  has  an 
international  audience.  We  are  owned 
by  one  of  the  largest  publishing  com¬ 
panies  in  the  cauntry.  Our  ideal  candi¬ 
date  will  have  experience  with  a 
national  outbound  sales  aperation  and 
will  also  have  the  ability  to  ensure  that 
sales  efforts  track  the  strategic  plan. 
Must  be  able  to  direct  team  efforts  and 
redirect  sales  efforts  as  needed. 
Requires  a  Bachelor's  degree  or 
equivalent  education  and  experience. 
Must  have  Strang  budget  forecasting 
skills  in  revenue  and  expense  budgets, 
Strang  autbound  sales  experience  an  a 
national  level,  knowledge  of  the  pub¬ 
lishing/media  industry,  flexibility  in 
overseeing  a  diverse  staff,  and 
excellent  analytical  skills.  Position 
located  in  Washington,  DC  area. 
Excellent  compensation  package.  Reply 
to  Box  08939,  Editor  &  Publisher. 


_ ADVERTISING _ 

;  EVERGREEN  NEWSPAPERS  located 
I  30  minutes  west  af  Denver  needs  an 
experienced  weekly  newspaper 
advertising  salesperson  to  service  exist¬ 
ing  accounts  and  to  develop  new 
I  accounts  for  our  50,000+  circulation 
I  publications.  Must  have  strong  pros¬ 
pecting  skills  and  the  ability  to  sell  multi¬ 
ple  publications.  We  have  a  com¬ 
petitive  compensation  package  which 
includes  paid  vacatian,  partially  paid 
health  insurance,  and  a  401  (k)  plan. 
Please  send  your  resume  to: 

]  Advertising  Sales 

I  C/O  Human  Resources 

I  Evergreen  Newspaper,  Inc. 

P.O.  Bax  430 
Evergreen,  CO  80437 
EOE 


VICE  PRESIDENT  OF  ADVERTISING 
ZONE  4 

We  are  seeking  a  seniar  advertising 
executive  who  is  highly  motivated, 
results  driven  and  wha  has  praven 
experience  in  developing  and  imple¬ 
menting  sales  strategies.  The  pasition 
respansibility  includes  all  advertising 
revenues  for  our  daily  and  weekly 
newspapers,  several  niche  marketing 
products  and  a  very  successful  Internet 
business. 

The  ideal  candidate  must  hove  Strang 
management  and  leadership 
capabilities  with  demonstrated  success 
in  identifying  and  developing  suc¬ 
cessful  growth  strategies,  have  the 
ability  ta  establish  and  meet  sales 
goals,  and  to  identify,  recruit  and  train 
top  performers.  Successful  experience 
in  leadership  change  initiatives  and 
developing  the  capabilities  of  the  sales 
team  is  a  must. 

Reporting  directly  to  the  President  and 
CEO,  we  are  searching  for  a  candi¬ 
date  who  has  proven  experience  as 


^  Organized,  self-starter 
'  ‘Able  to  identify  and  build  new  pro- 
I  ducts  to  capture  market  share 
•Ability  to  analyze  and  utilize  market 
I  research 

•Group  newspaper  selling  experience 
•Executing,  monitoring  and  achieving 
sales  expectations  and  goals 
•Strong  project  management  skills 
[  •Excellent  verbal  and  written  communi¬ 
cations 

i  •Demonstrated  success  in  achieving 
j  results  through  cross-department  and 
I  product  collaboration 

We  offer  a  competitive  compensation 
j  and  benefits  package.  This  position 
offers  great  career  growth  and  oppor- 
!  tunities  with  one  of  the  fastest  and  most 
I  innovative  newspaper  groups  in  the 
country. 

Please  send  cover  letter  and  resume  to 
Box  08944,  Editor  &  Publisher. 


_ ADVERTISING _ 

INTERNET 
NEW  MEDIA 
SALES  MANAGER 

The  Fayetteville  Observer-Times  is  seek¬ 
ing  an  experienced  and  results- 
oriented  sales  manager  to  take  charge 
of  our  new  media  department 

The  successful  candidate  will  lead  a 
three  person  team  for  Fayetteville 
Online,  the  fastest  growing  web  design 
and  Internet  access  provider  in  the 


Responsibilities  include  increasing 
revenue  in  a  highly  competitive  market, 
planning  and  executing  new  sales  pro¬ 
grams,  training  the  sales  staff  and 
developing  new  web  sites. 

The  ideal  candidate  will  have  suc¬ 
cessful  sales  experience,  management 
experience,  strong  computer  back¬ 
ground,  excellent  communication  skills 
plus  a  thorough  understanding  of  the 
Internet.  A  college  degree  is  pr^rred. 

We  offer  a  competitive  salary  plus  com¬ 
missions  and  a  full  benefit  package 
including  401  (k)  plan. 

Send  a  cover  letter  and  resume  includ¬ 
ing  salary  history  to: 

Advertising  Director 
Fayetteville  Observer-Times 
P.O.  Box  849 
Fayetteville,  NC  28302 
No  phone  calls,  please 
Equal  Opportunity  Employer 

CIRCUtATION 

CIRCULATION  DIREaOR 

Six  day.  Zone  1  local,  independent, 
family-owned  newspaper  (circulation 
22,000)  seeks  experienced  Circulation 
Director.  Solid  home  delivery,  single 
copy,  and  NIE  track  record  desirable. 
Success  in  leading  staff  in  operations 
and  sales  required.  Successful  candi¬ 
date  will  have  budget  management 
skills  and  ABC  audit  experience.  Col¬ 
lege  degree  or  equivalent  experience, 
5  years  minumum  managerial  and 
circulation  sales  experience,  strong 
work  ethic,  computer  literate  with  team 
building  skills.  Submit  resume,  salary 
history,  and  your  vision  for  driving 
readership  and  circulation  growth. 
Excellent  compensation  and  benefits 
package,  including  401  (k)  plan.  Send 
resume  to  Box  08940,  Editor  &  Pub¬ 
lisher. 

CIRCULATION  DIREaOR 

The  Arizona  Daily  Sun  in  beautiful 
Flagstaff,  AZ  is  seeking  an  experienced 
Circulation  Director.  Successful  candi¬ 
date  will  develop  and  execute  a  market¬ 
ing  plan  to  achieve  budgeted  circula¬ 
tion  goals;  be  responsible  for  staff 
development,  motivation,  team  build¬ 
ing  and  have  overall  responsibility  for 
the  circulation  department.  This  posi¬ 
tion  will  have  high  expectations  and  be 
a  hands-on  position.  Excellent  salary 
and  benefits.  Please  send  resume  and 
salary  history  to  Roy  Callaway,  Ari¬ 
zona  Daily  Sun,  P.O.  Box  1849, 
Flagstaff,  AZ  86002. 


_ CIRCUUTION _ 

;  ASSISTANT  CIRCULATION  MANAGER 

Dow  Jones  &  Company,  publishers  of 
The  Wall  Street  Journal,  Barron's  and 
the  NBEW,  has  an  immediate  need  for 
an  Assistant  Circulation  Manager  in 
I  the  Troy  area.  This  is  an  entry-level 
management  position  and  will  lead  to 
j  an  eventual  relocation. 

I  The  successful  candidate  will  be  trained 
^  in  the  areas  of  managing  the  distribu¬ 
tion  and  delivery  of  Dow  Jones  pro¬ 
ducts  and  other  publications  as  well  as 
supporting  sales  efforts  in  single  copy 
and  college  markets.  Extensive  travel 
j  required. 

Prior  experience  in  newspaper  distribu¬ 
tion,  marketing  or  sales  would  be 
helpful.  Strong  organizational,  ana- 
I  lytical,  planning  and  managerial  skills 
I  are  necessary,  along  with  excellent 
j  oral  and  written  communication  skills. 

I  PC  knowledge  and  a  college  degree 
required.  The  successful  candidate 
must  possess  a  great  attitude,  the 
desire  to  work  hard  and  the  ability  to 
learn. 

We  offer  a  competitive  salary,  an 
excellent  benefits  package  and  oppor- 
I  tunities  for  career  growth.  Qualified 
;  applicants  should  forward  their 
j  resumes  in  confidence  to: 

I  Dow  Jones  &  Company 

Circulation  Department:  RJ 
1 397  Piedmont,  Suite  200-300 
Troy,  Ml  48083 
FAX:  (248)  689-7072 
Equal  Opportunity  Employer 

I  _ 

ADVANCEMENT 

;  See  how  far  your  newspaper  career 
1  can  go  with  Eloone  Newspapers,  Inc. 

!  See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

CIRCULATION  MANAGER 
FOR  MARKETING  &  SALES 

j  We  are  a  100,(XX)+  circulation  paper 
I  in  Zone  8  and  are  seeking  a  Sales 
\  Manager  for  the  Circulation  Depart¬ 
ment.  We  are  looking  for  an  experi¬ 
enced  Marketing  professional  who  can 
develop  and  coordinate  new  sales 
;  programs  to  increase  and  retain  home 
I  delivery  circulation.  In  addition,  the 
sales  manager  will  be  responsible  for 
I  managing  outside  sales,  inside 
'  telema^eting  staff  and  targeting  and 
I  tracking  sales.  If  you  have  a  proven 
I  track  record  of  developing  strategies 
which  have  resulted  in  increased  sales 
record  and  you  like  working  in  a  com- 
S  petitive,  challenging  environment,  this 
;  may  be  the  job  for  you. 
j 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
j  and  salary  requirements  to  Box  08935, 

I  Editor  &  Publisher. 

I  CIRCULATION  MARKETING 
j  MANAGER  .  Great  opportunity  for  an 
enthusiastic  District  Manager  to  move 
up.  Sunny  central  Florida,  7  day, 
16,000  circulation  newspaper.  Growth 
market,  excellent  standard  of  living.  If 
you  are  self-motivated,  goal-oriented, 
and  thrive  on  working  on  an 
aggressive  team,  we  want  to  near  from 
I  you.  Excellent  compensation  package, 
j  Send  resume  to  Box  08941,  Editor  & 

^  Publisher. 
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HELP  WANTED 

CIRCULATION  ' 

VICE  PRESIDENT  OF  CIRCULATION 

Community  Newspaper  Company, 
greater  Boston's  fast-growing  media 
company  is  seeking  a  highly 
motivated,  experienced  circulation 
executive.  Community  Newspaper 
Company  publishes  90  weekly  news¬ 
papers,  20  shoppers,  4  dailies  and 
numerous  niche  products  reaching  1.4 
million  readers  weekly. 

This  position  is  responsible  for  plan¬ 
ning,  organizing  and  managing 
circulation  soles,  service  and  collection 
activities  within  our  market. 
Responsibilities  include  managing  the 
distribution  of  publications  totaling 
over  1(X),000  in  weekly  circulation  as 
well  as  developing  promotion, 
telemarketing  and  pricing  strategies. 
Additional  responsibilities  include  finan¬ 
cial  accountability  and  staff  hiring, 
training  and  development. 

Requirements  include  a  college  degree 
in  Business,  Marketing  or  equivalent 
work  experience.  Candidates  must 
demonstrate  creativity,  communication 
and  follow  through  skills. 

We  offer  a  competitive  salary  and 
comprehensive  benefits  package. 
Please  fox  resume,  including  salary  his¬ 
tory,  along  with  a  cover  letter  telling  us 
why  you  are  the  perfect  candidate  for 
this  opportunity  to  E.  Carroll  at  (781) 
433-6740  or  mail  to  Community 
Newspaper  Company,  254  Second 
Avenue,  Needham,  MA  02494  or 
E-mail:  ecarroll@cnc.com 

Community  Newspaper  Company  is 
an  Equal  Opportunity  Employer 

SALES  MANAGER 

The  Times-Tribune  Circulation  Depart¬ 
ment  is  seeking  a  Sales  Manager  (or 
their  AM/PM  and  Sunday  newspapers 
located  in  northeastern  Pennsylvania. 

The  ideal  candidate  will  possess  at 
least  5  years  of  sales  experience  and 
the  imagination,  motivation  and  lead¬ 
ership  qualities  to  lead  the  department 
in  all  areas  of  sales,  marketing  and  pro¬ 
motion. 

Responsibilities  include  creative  devel¬ 
opment,  operation,  and  monitoring  of 
all  sales  efforts  designed  to  increase 
our  newspaper  circulation  through 
home  delivery,  dealers  and  vending 
machines. 

Please  send  cover  letter  and  resume  to: 
Gary  Kruger,  Circulation  Director 
The  Times-Tribune 
1 49  Penn  Avenue 
Scranton,  PA  1 8503 


_ CIRCULATION _ 

CIRCULATION 

HOME  DELIVERY  MANAGER 

We  are  looking  for  an  experienced 
Circulation  professional  to  manage  our 
home  delivery  operation  for  our 
100,000-t-  circulation  in  Zone  8.  We 
need  someone  who  can  attack  a  highly 
competitive  market  and  aggressively 
promote  our  products.  This  is  a  pivotal 
position  that  reports  directly  to  the  VP 
of  Circulation.  Successful  candidate 
must  have  a  proven  track  record  in 
guiding  and  motivating  staff  while 
meeting  daily  circulation  objectives.  If 
you  are  ready  for  new  challenges  in 
your  career,  we  want  to  hear  from 
you. 

We  offer  a  competitive  salary  and 
excellent  benefits.  Qualified  individuals 
should  send  their  resume  and  salary 
requirements  to  Box  08936,  Editor  & 
Publisher. 

DIVISION  MANAGER 

The  Chicago  Tribune,  the  #1  newspa¬ 
per  source  in  Chicago  and  the  Midvirest 
and  a  progressive  leader  in  the  news¬ 
paper  and  information  industry,  is  seek¬ 
ing  candidates  to  join  our  award¬ 
winning  team. 

This  position  is  responsible  for  plan¬ 
ning,  organizing  and  managing 
circulation  sales,  service  and  collection 
activities  within  the  Chicagoland 
market.  Responsibilities  include  manag¬ 
ing  the  distribution  of  the  Chicago 
Tribune  and  other  publications  within 
this  market  while  analyzing  service 
levels  and  making  recommendations 
regarding  contract  status.  Additional 
responsibilities  include  financial 
accountability  and  regular  monitoring 
and  reporting  of  single  copy  sales.  This 
position  acts  as  a  liaison  between 
independent  contractors  and  the  Chi¬ 
cago  Tribune.  Requirements  include  a 
college  degree  in  Business,  Marketing 
or  equivalent  work  experience.  Candi¬ 
dates  must  demonstrate  creativity  and 
flexibility,  while  possessing  strong 
cooching,  motivational,  pTanning, 
communication  and  follow  throu^ 
skills. 

In  exchange  for  your  skills  and  experi¬ 
ence,  we  offer  a  challenging  and 
rewarding  work  environment,  a  com¬ 
petitive  salary  and  benefits  package 
and  the  opportunity  to  be  part  of  a  suc¬ 
cessful  team.  Please  send  your  resume 
with  salary  history  to: 

Human  Resources 

2000  York  Road 
Oak  Brook,  IL  60523 
Att:  DM/JB 
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ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


ASSISTANT  BUSINESS  EDITOR/ 
NIGHT  SLOT 

The  Detroit  Free  Press  is  seeking  an 
assistant  business  edilor/night  slot.  We 
are  looking  (or  someone  who  can 
manage  the  night  desk  and  help 
improve  business  copy  every  night  in 
the  section  and  on  1A.  This  editor  will 
play  a  crucial  role  in  the  creation  of  a 
vivid,  compelling  business  report,  both 
daily  and  longer  term.  The  night  slot 
will  work  an  afternoon  shift  and  be 
responsible  for: 

•Supervising  two  reporters 
•Working  with  the  day  slot,  page 
designers,  graphics  and  photo  to  con¬ 
ceive,  plan  and  execute  our  daily  busi¬ 
ness  sections.  This  includes  making 
decisions  on  story  selection  and  ploy, 
and  initiating  changes  that  will 
improve  the  section  for  second  and 
third  editions 

•Working  the  major  financial  wires  in 
cooperation  with  the  day  slot 
•Editing  advance  copy  for  daily  sec¬ 
tions,  The  Money  Report  and  Motor 
City 

Candidates  should  have  at  least  three 
years  of  business  experience  and/or 
three  years  of  editing  experience.  Send 
resumes  to: 

Joe  Grimm 

Recruiting  &  Development  Editor 
Detroit  Free  Press 
600  W.  Fort  Street 
Detroit,  Ml  48226 
I  (800)  678-6400  ext.  6490 
Fax:  (313)  222-5981 
E-nrail:  grimm@freepress.com 

ASSISTANT  METRO  EDITOR 
The  Des  Moines  Register  is  looking  (or 
an  insightful  assignment  editor  to  guide 
coverage  of  Des  Moines  and  surround¬ 
ing  Polk  County.  The  right  candidate 
should  have  at  least  five  years  experi¬ 
ence  as  a  line  editor,  with  a  record  of 
generating  lop-flight  ideas  and  honing 
copy.  Please  send  cover  letter,  resume 
and  work  samples  to  Human 
Resources,  P.O.  Box  957,  Des  AAoines, 
I  lA  50304.  The  Register  is  a  proud 
I  equal  employment  opportunity 
employer. 


ASSISTANT  CITY  EDITOR 
The  OHando  Sentinel  is  looking  (or  an 
assistant  local  news  editor,  responsible 
for  coverage  of  key  beats  in  the  core 
metro  area.  Requirements:  Must  hove 
strong  news  judgment  and  the  ability  to 
work  under  deadline  pressure.  Must  be 
able  to  work  well  with  reporters,  from 
story  coaching  to  handling  copy 
quickly  and  efficiently.  Must  have  a 
thorough  understanding  of  local  news, 
including  police,  courts  and  gov¬ 
ernment  reporting.  Must  be  familiar 
with  the  First  Amendment,  libel, 
journalistic  ethics  and  the  demands  of 
fairness.  Must  have  a  college  degree  or 
equivalent  experience.  Must  hove  5-7 
years  of  experience  in  daily  news 
gathering  or  editing.  Contact  Gail 
Royos  at  (407)  420-5582  or  at: 
grayos@orlandosentinel.com 
For  more  information  E-nwil  Gail 
Royos,  metro  editor,  Orlando  Sentinel. 


I  ASSISTANT  CITY  EDITORS 

! 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

j  “The  News  &  Record  seems  to  lack  the 
!  backstabbing  and  internal  competition 
i  that  makes  working  elsewhere  such  a 
[  drag.”  -  John  Newsom,  first-place  win¬ 
ner  in  the  Education  Writers  Associa- 
[  tion  awards 

“The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.”  -  Lydian  Bernhardt,  assistant 
features  editor 

If  you  like  what  you  hear  and  hove  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  writing  ability, 
creativity,  initiative  and  news  judgment 
to  Ed  Williams,  recruitment 
coordinator.  News  &  Record,  200  E. 
Market  Street,  Greensboro,  NC 
27420. 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  (or  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  SPORTS  EDITOR 
The  Antelope  Valley  Press  is  looking 
for  an  assistant  sports  editor  for  its 
award-winning  editorial  staff.  Candi¬ 
date  will  possess  two  to  three  years  of 
experience  on  a  sports  copy  desk, 
strong  layout  and  design  skills, 
excellent  work  skills  and  an  ability  to 
work  flexible  hours.  Knowledge  of 
QuarkXPress  and  Photoshop  also  are 
beneficial.  We  are  looking  for 
someone  with  a  good  attitude  and 
creative  background  to  come  in  an 
spice  up  our  sports  section.  Interested 
candidates  should  send  cover  letter, 
resume  and  clips  to  Antelope  Valley 
Press,  Personnel  Department,  P.O.  Box 
4050,  Polmdole,  CA  93590-4050. 

AWARD-WINNING  3-person  sports 
desk  at  13,000  afternoon  daily  just 
north  of  New  Orleans  needs  reporter 
with  strong  writing  and  page  design 
skills.  Prep  ana  college  are  our 
specialties;  we  cover  Saints  games  too. 
Send  resume  and  a  few  good  clips  to 
Sports  Editor  John  Lenz,  P.O.  Box 
1 1 49,  Hammond,  LA  70404.  Check  us 
out  at:  www.hammondstar.com 


_ EDITORIAL _ 

ASSOCIATE  EDITOR:  Consumer  mag¬ 
azine  for  dog  enthusiasts  seeks  a 
creative,  high-energy  associate  editor 
to  coach  writers  and  help  produce  the 
:  No.  1  magazine  in  its  field.  Must  hove 
a  love  of  language  and  five  years'  edit¬ 
ing  experience  in  newspaper  or  maga¬ 
zines.  Dog  ownership  a  plus.  Please 
I  send  your  resume,  cover  letter,  salary 
i  history  and  work  samples  to  Fancy 
'  Publications,  human  resources  depart¬ 
ment  (Dept.  BL),  P.O.  Box  6050, 
Mission  Viejo,  CA  92690.  No  phone 
calls,  please.  EOE. 


BASKETBALL  WRITER 
;  The  Las  Vegas  Review-Journal,  a 
:  164,000  circulation  daily,  is  seeking 
i  an  experienced  writer  to  cover  the  Uni- 
'  versity  of  Nevada,  Las  Vegas  Men's 
basketball  program  and  to  do  general 
I  assignment  work.  Preference  will  be 
i  given  to  candidates  with  at  least  five 
years  of  experience  covering  major 
men's  college  basketball.  Send  cover 
letter,  resume,  list  of  references  and 
samples  of  work  to  Sports  Editor  Jim 
Possum,  Las  Vegas  Review-Journal, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070. 


!  _ EDITORIAL _ 

i  ASSISTANT  EDITOR 

I 

!  The  Detroit  Free  Press  is  seeking  an 
I  assistant  editor  to  work  with  five  or  six 
reporters  covering  both  topical  and 
regional  beats.  This  editor  will  be 
energetic  about  making  the  Oakland 
!  edition  a  smart  and  authoritative  pub- 
i  lication  of  Oakland  County  and  metro 
j  Detroit  readers. 

I  While  we  do  consciously  address  an 
I  Oakland  audience,  the  news  we  pro¬ 
duce  should  hove  the  sweep,  regional 
interest  and  compelling  writing  that 
often  pushes  itself  into  all  editions  of 
:  the  Free  Press  -  preferably  on  1  A. 

Strong  communications  skills  and  the 
desire  for  a  high-profile  role  in  the 
newsroom  are  musts.  So  are  an 
aptitude  for  both  breaking  news  and 
long-range  planning,  and  successful 
leadership  and  team-building  experi¬ 
ence. 

Broad  thinkers  and  good  coaches  -- 
people  who  enjoy  working  closely  with 
reporters  to  hdp  make  them  the  best 
they  can  be  -  should  apply. 


COMMUNICATIONS  COMMUNICATIONS 


COMMUNICATIONS  ANALYST 

RAND,  a  nonprofit  research  institution  that  studies  public  policy 
issues  for  government,  foundation,  and  corporate  clients,  seeks 
highly  qualified  communications  analysts  to  make  the  basic 
messages  of  RAND's  research  accessible  to  diverse  audiences. 

PRIMARY  RESPONSIBILITIES: 

•  Review  and  revise  documents  and  oral  presentations  for  logic, 
structure  and  clarity 

•  Write  and  oversee  production  of  document  summaries;  research 
briefs;  and  outreach  documents  such  as  annual  reports, 
newsletters,  and  marketing  material 

•  Help  prepare  proposals 

•  Plan  dissemination  strategies  for  research  programs  and 
projects 

•  Conduct  workshops  to  teach  principles  of  effective  written  and 
oral  communication 

REQUIRED  BACKGROUND: 

•  Minimum  of  three  years'  in  communicating  public  and  social 
policy  research  to  specialists  and  to  the  general  public 

•  Graduate  degree  in  English,  linguistics,  journalism,  or  a  related 
field;  exceptionally  strong  communications  experience  may ' 
substitute  for  advanced  degree 

•  Ability  to  analyze  logic,  structure,  and  appropriateness  of  written 
and  oral  communications  in  many  fields  and  translate  research 
results  for  target  audiences 

•  Excellent  writing  and  presentation  skills,  an  eye  for  graphics, 
strong  interpersonal  skills 

•  Ability  to  meet  tight  deadlines  while  working  concurrently  on 
several  projects 

•  Familiarity  with  electronic  dissemination  and  the  World  Wide 
Web 

•  U.S.  citizenship 

TO  APPLY:  Send  resume  with  a  salary  history  and  a  public  policy- 
oriented  writing  sample  to: 

Professional  Recruiter 

RAND 

1700  Main  Street,  P.O.  Box  2138 
Santa  Monica,  CA  90407-2138 
FAX:  (310)  451-7070 


Joe  Grimm 

Recruiting  and  Development  Editor 
Detroit  Free  Press 
600  W.  Fort  Street 
Detroit,  Ml  48226 
(800)  678-6400  ext.  6490 
Fax:  (313)  222-5981 
E-mail:  grimm@freepres.com 


AWARD  WINNING  MINNESOTA 
twice  weekly  seeks  exceptional  talent  to 
lead  news  department.  Growing 
regional  group  with  several  dailies  and 
weeklies.  Above  average  salary,  great 
benefit  package,  outstanding  area  to 
live,  personal  growth  opportunity.  All 
replies  in  confidence.  Dennis 
Winskowski,  Detroit  Lakes  Tribune, 
511  Washington  Avenue,  Detroit 
Lakes,  MN  56501 . 


AHORNEY  REPORTER 
Attameys  sought  to  write  news  stories 
and  summarize  court  decisions  for 
statewide  legal  publication  based  in 
Cleveland.  Excellent  academics  and 
superior  communications  skills 
required.  Please  send  resume  including 
salary  requirements  to  Ohio  Publisher, 
P.O.  Box  14148,  Cleveland,  OH 
44114-0148 


BEAT  REPORTER:  The  Monitor,  a  fast¬ 
growing  daily  on  the  Texas-Mexico 
border,  has  an  opening  for  a  city  beat 
reporter.  This  writer's  position  requires 
a  journalism  background  and  the 
ability  to  write  well  about  almost  any¬ 
thing.  The  reporter  will  write  news  and 
feature  stories  about  people  and  their 
activities,  and  cover  trends  and  the 
workings  of  local  government  in  Edin¬ 
burg,  Texas,  the  fastest-growing  county 
seat  of  Hidalgo  County.  The  reporter 
will  also  write  page  one  centerpieces 
and  have  the  chance  to  develop 
special  projects  and  series.  Reply  with 
resume  and  published  writing  samples 
to  managing  editor  Paul  Binz,  c/o  The 
Monitor,  P.O.  Box  1578,  McAllen,  TX 
78505. 


_ EDITORIAL _ 

BUSINESS  EDITOR 

!  The  Daily  Record  is  looking  for  a  pro¬ 
ven  editor  who  knows  business  and 
I  understands  how  it  relates  to  people  in 
order  to  edit  the  business  section  of  a 
!  50,000  circulation  daily  in  the  heart  of 
NJ's  ‘Wealth  Belt”.  The  area  is  full  of 
j  corporate  HQ's  Fortune  500  com- 
I  ponies,  great  competition  and  great 
I  stories.  The  position  will  supervise  three 
;  reporters.  Knowledge  of  QuarkXPress 
!  experience  is  a  plus.  Respond  to  Bill 
Donnellon,  editor.  Daily  Record,  800 
Jefferson  Read,  Parsippany,  NJ 
07054.  EEO/AA/M/F/H/V 


BUSINESS  AND  TECH  REPORTERS 
The  Orange  County  Business  Journal 
has  two  plum  job  openings.  One  is  for 
a  senior  reporter.  We  seek  an 
accomplished  business  jounalist  to 
write  high-impact,  big-picture  stories. 
The  other  is  for  a  technology  reporter, 
to  cover  the  action  in  the  heart  of 
Southern  CA's  “tech  coast”. 

What  can  the  Orange  County  Business 
Journal  offer  you? 

•A  desirable  place  to  live. 

•Great  stories  in  one  of  the  world's  hot- 
;  test  economies,  the  “Tech  Coast.” 
Orange  County  is  a  multi-cultural  com¬ 
munity  filled  with  high-growth  com¬ 
panies,  creative  individuals  and  risk¬ 
taking  entrepreneurs. 

•High  pay. 

•Excellent  career  development.  OCBJ 
staffers  hove  gone  on  to  Forbes,  Bloom¬ 
berg,  Reuters,  Bridge,  Investor's  Busi¬ 
ness  Daily,  the  Los  Angeles  Times,  The 
Orange  County  Register,  the  Min¬ 
neapolis  Star  Tribune  and  many 
editorships. 

CONTACT  Editor  Rick  Reiff  at  the 
j  OCBJ,  26(X)  Michelson  Drive,  Suite 
1  170,  Irvine,  CA  92612.  Phone  (949) 
'  833-8373.  Fax  (949)  833-8751 . 


,  BUSINESS  COPY  EDITOR 

I  ASSISTANT  NEWS  EDITOR 

;  The  News-Sentinel,  an  award-winning 
Knight  Ridder  PM  in  a  competitive 
market,  has  openings  for  two  key  edit¬ 
ing  positions: 

We  are  looking  for  a  copy  editor  for 
our  business  news  department  to  han¬ 
dle  daily  and  weekly  Business  Monday 
tab  duties,  including  story  selection 
I  and  planning,  photo  and  graphic 
I  selection  and  page  design.  Work 
'  closely  with  writers  and  editor  to 
develop  story,  photo  and  graphic  ideas 
and  work  with  our  design  department 
on  graphics  and  design.  QuarkXPress 
knowledge  an  advantage. 

And  we're  looking  for  a  news  editor 
I  who  has  proven  judgment  and  experi- 
I  ence  with  deadlines,  page  layout  and 
I  tight  editing.  You  could  be  part  of  a 
j  three-person  news  desk,  helping  plan 
;  Page  One  content  and  production  as 
'  well  as  editing  daily  wire  reports  for 
1  two  editions. 

Apply  to  Carolyn  DiPaolo,  managing 
editor.  The  News-Sentinel,  600  W 
Main  Street,  Fort  Wayne,  IN  46802. 
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HELP  WANTED 


_ EDITORIAL _ 

CAN  YOU  break  the  news  and  amplify 
on  it  with  issue  stories?  The  Naples 
Daily  News  is  looking  for  enterprising 
reporters  to  add  to  a  staff  that  pro¬ 
duces  a  three-edition,  medium-sized 
daily  with  a  heavy  emphasis  on  local 
news.  The  Daily  News  is  in  coastal 
Southwest  Florida,  where  you  can 
unwind  on  the  pristine  beaches  of  the 
Gulf  of  Mexico.  Send  resume,  clips  to 
Todd  Pratt,  9120  Bonita  Beach  Road, 
Bonita  Springs,  FL  34135. 

BUSINESS  EDITOR 

The  Buffalo  News,  award-winning, 
upstate  New  York  daily  seeks  business 
editor  to  direct  coverage  of  active  and 
varied  business  community.  Ten- 
member  staff  emphasizes  daily 
enterprise,  Sunday  takeouts  and  hard¬ 
hitting  beat  coverage.  Seeking  individ¬ 
ual  with  drive,  clear  sense  of  news, 
who  can  work  easily  with  all  constituen¬ 
cies  and  direct  a  section  geared  to 
general  readers.  Coverage  competes 
with  aggressive  weekly  and  candidates 
should  enjoy  going  toe  to  toe.  Position 
is  a  member  of  newsroom  manage¬ 
ment  team.  Ideal  candidate  is  currently 
an  editor  at  100,000-plus  daily  who  Is 
ready  to  move  to  larger  paper,  or  the 
editor  of  a  business  weekly,  but  women 
and  minority  business  reporters  also 
encouraged  to  apply.  An  eciual  oppor¬ 
tunity  employer.  Please  send  cover  let¬ 
ter,  resume  and  examples  of  your  work 
to  Stephen  W.  Bell,  managing  editor, 
The  Buffalo  News,  One  N^s  Plaza, 
P.O,  Box  100,  Buffalo,  NY  14240. 


CITY  EDITOR 

Premier  Fairfield  County  Newspaper 
has  an  opening  for  cify  editor,  the 
ideal  candidate  will  hove  at  least  five 
years  of  editing  and  reporting  experi¬ 
ence  and  three  years  of  supervisory 
experience  on  a  daily  newspaper. 

He  or  she  should  have  the  ability  to 
work  with  reporters  --  developing  story 
ideas,  polishing  writing  and  directing 
news  gathering.  The  ideal  candidate 
will  be  able  to  put  together  news 
budgets  that  go  beyond  the  routine 
orKd  rind  fresh  approaches  to  standard 
stories,  as  well  as  direct  daily  coverage 
and  can  encourage  enterprise  and 
motivate  a  staff. 

We  are  a  TIMES  MIRROR  newspaper 
with  full  benefits,  including  medical, 
dental,  vision,  vacation  and  401  (k). 

Please  fax  your  resume  to  (203)  964- 
371 1  or  send  to: 

The  Advocate/Greenwich  Time 
Attn:  Human  Resources 
Job  Code:  City  Editor 
75  Tresser  Boulevard 
Stamford,  CT  06901 


COPY  EDITOR  needed  for  6-day  daily, 
1 6,000  circulation  in  the  heart  of 
Indian  Country.  Aggressive,  energetic 
individual  wanted  ta  edit  reporter's 
copy,  write  headlines  and  da  page 
layout  for  paper  in  gorgeous  Western 
New  Mexico.  Send  resume  to  Manag¬ 
ing  Editor,  The  Independent,  P.O.  Box 
1210,  Gallup,  NM  87305.  Call  (505) 
863-6811  or  E-mail: 

gallpind@cia-g.com 
for  more  information 


_ EDITORIAL _ 

CNN'S  AllPolitics.com  -  the  Internet's 
premier  pxilitical  news  site  -  seeks  an 
editor/ reporter  to  ploy  a  major  part  in 
the  site's  selection  20(X)  coverage.  The 
ideal  candidate  will  be  a  strong  writer 
and  editor  with  at  least  several  years  of 
professional  political  journalism  expe¬ 
rience  in  a  fast-paced  deadline  environ¬ 
ment,  along  with  at  least  some  experi¬ 
ence  with  online  journalism.  Must  be  a 
self-starter  and  possess  a  real  work 
ethic.  Online  and/or  print  experience 
more  valuable  than  television.  This  is  a 
permanent,  full-time  position  at  the 
CNN  bureau  in  Washington.  To  apply. 
E-mail  resume  and  clippings/urls  to 
randy.lilleston@turner.com  or  mail 
information  to  CNN  AllPolitics,  820 
First  Street,  NE,  9th  Floor,  Washington, 
DC  20002-4243. 

No  phone  calls,  please 


COME  GROW  WITH  US! 

MGI  Publications  is  an  established, 
award-winning  publisher  of  national 
business  magazines  and  directories 
serving  the  commercial  real  estate 
industry.  Located  in  Bucks  County,  30 
miles  outside  of  Philly. 

OPENINGS  INCLUDE: 

EXECLJTIVE  EDITOR  (New  PosiHon) 
Looking  (or  a  pro  with  7-10  years  of 
experience  to  oversee  day-to-day 
operations  of  our  editorial  department. 
Will  manage  and  develop  a  staff  of  1 0 
full-  and  part-time  employees.  Holds 
lead  responsibility  for  ensuring  each 
publication's  adherence  to  its  editorial 
I  mission,  as  well  as  to  the  company's 
I  overall  commitment  to  excellence. 
Reports  to  group  editorial  director.  Posi-  I 
tion  includes  line  editing  and  story 
development,  with  one  eye  to  quality 
and  the  other  to  production  schedule 
deadlines. 

STAFF  WRITER 

Responsible  for  handling  general 
assignments,  from  executive  profiles  to 
department  features.  Proven  journalism 
experience  required  and  the  drive  to 
uncover  stories  affecting  the  real  estate 
industry. 

Indicate  position  interested  in  and  send 
salary  history,  resume  and  samples  to: 

Jodi  Bromberg 
Group  Editorial  Director 
MGI  Publications 

301  Oxford  Valley  Rood,  Suite  804 
Yardley,  PA  1 9067 
Fox:  (215)  321-5122 

No  phone  calls,  please.  We  regret  that 
we  can  only  respond  to  those  candi¬ 
dates  whose  backgrounds  and  skills 
most  closely  meet  our  requirements. 

COMMUNICATIONS  DIRECTOR  for 
non-partisan,  non-profit  research 
organization  tracking  money  in 
politics.  Journalism  experience  essen¬ 
tial,  Hill  background  helpful.  Need 
creative,  news-sawy  person  to  edit 
newsletter  expand  outreach  to  media 
and  public  (especially  via  the  Internet). 
Resume,  salary  requirements  to  Center 
for  Responsive  Politics,  1 320  1 9th 
Street,  NW,  Suite  620,  Washington, 
DC  20036.  Fax:  (202)  857-7809. 

E-mail:  jobs@crp.org 


_ EDITORIAL _ 

CONSUMER  HEALTHCARE  WEB  site 
CBSMedscape  seeks  NY-based 
writers/editors  with  3+  years  consumer 
journalism  experience,  some  manage¬ 
ment.  Healthcare  and  Internet  experi¬ 
ence  suggested.  Send  resume,  salary 
requirements  and  cover  letter  to: 
Mike_Wilke@Mail.Medscape.com 


CONSUMER  HEALTHCARE  WEB  site 
CBSMedscape  seeks  freelance  health 
writers,  with  3-t  years  consumer  jour¬ 
nalism  experience.  Competitive  pay. 
Send  resume  and  cover  letter  to: 

Mike_Wilke@Mail.Medscape.com 

COPY  EDITOR 

Business  is  booming  in  Boston,  so  we 
need  a  talented  hand  ready  to  take  a 
step  up.  The  Boston  Herald  produces 
I  the  most  concise,  comprehensive  daily 
I  business  news  report  in  New  England, 
I  so  the  person  we're  looking  for  must 
I  have  talent  and  skill  and  be  ready  to 
prove  it  on  deadline,  every  day.  We're 
I  a  fast-paced  tabloid  that  needs  an 
j  experienced  page  designer,  line  editor 
!  and  headline  writer.  You  should  be  com- 
I  (ortoble  handling  financial  information, 
]  know  QuarkXPress  and  Photoshop  and 
!  offer  us  at  least  four  years  of  daily 
j  copy  desk  experience. 

We  offer  an  opportunity  to  make  a  dif¬ 
ference  in  a  world  financial  center  that 
is  also  one  of  America's  most  livable 
cities.  Send  a  resume  and  a  few  work 
samples  to  Boston  Herald,  Business 
Editor  Ted  Bunker,  1  Herald  Square, 
Boston,  MA  02106. 

Don't  wait  -  we  won't 


_ EDITORIAL _ 

COPY  EDITOR  wanted  for  50,000-plus 
daily  in  Burlington,  Vermont.  Two 
years  pagination  and  layout  experi¬ 
ence  plus  strong  headline  writing  skills 
a  must.  Work  in  one  of  the  most  livable 
small  cities  in  the  U.S.  on  Lake 
Champlain  an  hour  from  the  ski  slopes. 
Send  resume,  clips  to  Dennis  Redmond, 
news  editor.  The  Burlington  Free  Press, 
P.O.  Box  10,  Burlington,  VT  05402. 
E-mail  bfreepress@aol.com 


j  COPY  EDITORS/NEWS  DESIGNERS 

I  The  Times-Picoyune  in  New  Orleans  is 
looking  (or  experienced  copy  editors 
and  news  designers  (or  our  main  news 
desk.  We  currently  hove  one  opening 
for  our  main  news  desk.  We  currently 
hove  one  opening  (or  a  seasoned  word 
editor  and  one  opening  for  someone 
with  more  of  a  visual  or  production 
bent.  If  you're  the  rare  person  who  com¬ 
bines  all  of  these  skills,  we'd  like  to 
hear  from  you,  too.  We  offer  great 
benefits,  a  friendly  newsroom,  ond  the 
excitement  of  a  great  news  town. 
We're  looking  for  applicants  who  hove 
a  thorough  knowledge  of  AP  style, 
good  editing  skills  and/or  design  skills. 
QuarkXPress  experience  is  a  definite 
plus,  although  much  of  your  work  will 
be  on  a  Harris  system.  We  prefer  three 
years  or  more  experience,  but  will  con¬ 
sider  recent  graduates  with  proven 
abilities. 

Send  resumes  and  clips  to  Lynn  Cun¬ 
ningham,  assistant  to  the  editor.  The 
Times-Picayune,  3800  Howard  Ave¬ 
nue,  New  Orleans,  LA  701 40. 

An  Equal  Opportunity  Employer  M/F 


EDITORIAL 


EDITORIAL 


“dd  Cleveland 

two  more 

experienced  writers  to  the  staff  of  its 
newest  weekly,  Cleveland  Scene.  The 
paper  publishes  hard-hitting,  magazine- 
style  news  stories  as  well  as  provocative 
music  and  arts  coverage.  This  work  goes 
beyond  mere  fact-finding-we  want  writers 
who  can  craft  compelling  narratives, 
analyze  complex  subjects  and  put  the 
city’s  news  in  perspective. 

% 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 

S' 

should  send  cover  letter,  resume  and 
clips  to: 

Oft 

Christine  Brennan 

Executive  Managing  Editor 

New  Times,  Inc. 

RO.  Box  5970 

Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 

www.mediainfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITOR 

The  Press  of  Atlantic  City  (NJ)  has  an 
opening  for  a  copy  ecfitor  on  its  news 
desk.  We  ore  on  80,000  circulation 
AM  daily  that  covers  southern  New 
Jersey  and  a  town  that  features  12 
gambling  casinos.  Candidates  should 
nave  three  years'  experience  in  copy 
editing  and/or  reporting.  QuarkXPress 
experience  a  plus.  Resume,  clips  to 
Peter  M.  Brophy,  Press  of  Atlantic  City, 

1  1  Devins  Lane,  Pleasantville,  NJ 
08232. 


COPY  EDITOR 

The  CAMBODIA  DAILY,  an  indepen¬ 
dent  English-language  newspaper  in 
Phnom  Penh,  seeks  an  experienced 
copy  editor  (minimum  two  years'  expe¬ 
rience  on  a  daily).  Unusual  opportunity 
to  contribute  to  newspaper  in  a  fragile 
democracy  where  stability  has 
returned.  (See  Columbia  Journalism 
Review,  May/June  1994,  LA  Times  2/ 
12/99,  IPI  Report  2/3/99,  and  upcom¬ 
ing  articles  in  Brill's,  WIRED).  Knowl¬ 
edge  of  Mocintosh  QuarkXPress  is  pre¬ 
ferred.  Ideal  candidates  should  have 
sense  of  adventure,  prepared  to  com¬ 
mit  for  one/two-year  work  in  close 
portnership  with  young  Cambodian 
staff  and  lead  by  example  in  furthering 
(with  our  staff)  a  free  press  in  Cam¬ 
bodia.  Pay  is  modest  ($10,CXX)  the  first 
year),  but  includes  comfortable  hous¬ 
ing  in  two  beautiful  villas  with  maid 
and  laundry  service,  free  medical/ 
hospital  care,  sports  club.  E-mail,  etc. 
We  don't  just  run  o  newspaper  but 
assist  in  the  rehabilitation  of  Cam¬ 
bodia.  Our  alumni  now  head  major 
wire  services  bureaus.  The  publisher 
will  be  in  Washington,  New  York,  Bos¬ 
ton,  Chicago,  Los  Angeles  and  San 
Francisco  in  October  for  interviews. 
Fax  or  E-mail  a  cover  letter  and  resume 
to  Bernard  Krisher 
fax:  01 1  (81-3)  3486-6789  (Tokyo) 
E-mail:  bernie@media.mit.edu 


COPY  EDITOR 

The  Daily  Record,  a  subsidiary  of  Gan¬ 
nett  Co.,  Inc,  is  looking  for  a  smart, 
versatile  copy  editor  experienced  in  lay¬ 
ing  out  pages,  writing  strong  heads 
and  using  the  latest  electronic  layout, 
pagination,  photo  and  web 
technology,  including  QuarkXPress. 
Top  applicants  will  have  significant 
daily  newspaper  copy  editing  experi¬ 
ence  and  sound  news  judgment.  The 
Daily  Record  has  a  circulation  of 
55,000  and  offers  a  competitive  salary 
as  well  as  a  complete  benefit  package 
including  pension  and  401  (k).  Send 
resume  and  samples  of  work,  including 
layouts,  to  Jack  Bowie,  managing 
editor.  Daily  Record,  800  Jefferson 
Road,  P.O.  Box  217,  Parsippany,  NJ 
07054-0217. 


EDITOR 

ONLINE  NEWS  SERVICE 

Highly  regarded  online  news  service 
for  1000-f  online  and  offline  pub¬ 
lications  such  as  LA  Times,  CBS  MW, 
WSJ  Online.  Minimum  2  years'  expe¬ 
rience  as  editor.  Minimum  five  years  as 
writer.  Prefer  Masters'  in  journalism. 
$65K  plus.  Send  job  history  to: 
Kris@inmon.com 


_ EDITORIAL _ 

COPY  EDITOR 

^  The  Antelope  Valley  Press  seeks  copy 
editor  with  two  years  experience  in 
copy  editing  and  page  design;  strong 
'  language  skills,  including  spelling, 

I  grammar,  punctuation  ond  familiarity 
j  with  Associated  Press  style;  proficiency 
,  on  Macintosh  and  IBM-based  computer 
i  systems  for  editing  and  page  design, 
including  a  working  knowledge  of 
QuarkXPress.  Reguires  a  B.A.  d^ree 
in  English,  journalism,  or  five  years  of 
equivalent  work  experience.  Our  10- 
person  desk  puts  out  an  award¬ 
winning  community  paper  that  domi- 
.  nates  its  market  and  is  growing. 
Interested  candidates  should  send 
resume  to  Antelope  Valley  Press, 
Personnel  Department,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050. 

EDITORS/REPORTERS 

;  INVESTOR'S  BUSINESS  DAILY  con- 
i  tinues  to  add  to  its  staff  as  its  nationaL 
!  audience  grows.  We're  looking  for 
I  experienced  journalists  to  write  about 
'  business,  the  economy,  public  policy, 
computing,  the  markets  and  successful 
people,  from  IBD  headquarters  in  Los 
]  Angeles  and  offices  in  New  York, 
Silicon  Valley  and  Washington.  Loca¬ 
tions  vary  with  position.  News  editing, 
copy  editing,  editorial  writing  and 
I  entry  level  writing/editing  positions 
also  available  in  Los  Angeles  only.  Fax 
resume  and  clips  to  Susan  Warfel, 
managing  editor,  (310)  577-7350. 
Please  call  (310)  448-6373  to  confirm 
I  receipt  of  fax. 


I  EDITORS/REPORTERS 

;  Rapidly  growing  daily  in  Northern  VA 
j  needs  reporters,  copy  editors.  Jobs 
open  for  pros  and  beginners.  Send  let- 
!  ter,  resume,  clips  to  D.  Farmer,  Journal 
Newspapers,  9275  Corporate  Circle, 
Manassas,  VA  201 10;  E-mail 
dwf@jrnl.com  Fax  (703)  257-4600 
I  EEOC 


i  ENTERTAINMENT  EDITOR 
Entertainment  editor  for  39,000  daily 
on  CA's  central  coast.  Strong  editor/ 
writer/layout  artist  proficient  in  QuarkX¬ 
Press.  2  years  experience.  Send 
resume/cover  letter  and  clips  to 
Human  Resources,  The  Tribune,  P.O. 

I  Box  1 1 2,  San  Luis  Obispo,  CA  93406. 

I  EOE 


!  EXPERIENCED  REPORTER  to  cover 
I  fastest-growing  area  of  Virginia's 
^  Shenandoah  Valley.  We're  PM-AM 
going  all  AM  in  20C)0.  Resume,  clips  to 
Ron  Morris,  managing  editor.  The 
Winchester  Star,  2  N.  Kent  Street, 
;  Winchester,  VA  22601 . 


HUGE  INTERNET  OPPORTUNITY 

I  Wanted:  Personal  Finance  Content 
:  Manager.  New  site  devoted  to  baby 
boomers  with  strong  focus  on  money 
I  and  work/entrepreneurship  issues, 
i  Must  have  6  years  experience  writing 
and/or  editing  personal  Finance  and 
i  business  stories.  Web  experience  a 
I  strong  plus.  Must  be  willing  to  relocate 
in  San  Fransisco.  Ex-CNN'ers  are 
!  launching  exciting  multimedia  com¬ 
pany.  Competitive  salary  and  early 
stage  stock  options.  E-mail  bio/resume 
i  and  clips  to  jobs@myprimetime.com 
Thank  you.  (It's  great  out  here!) 


_ EDITORIAL _ 

EDITOR  POSITIONS  OPEN 
Daily  in  Connecticut's  northwest  corner 
has  openings  on  its  desk.  QuarkXPress 
ability  a  must.  Resume  and  clips  to  Jon 
Cooper,  The  Register  Citizen,  190 
Water  Street,  Torrington,  CT  06790. 


EDITOR-IN-CHIEF 

Editor-in-Chief  for  medical  Internet 
company.  Fax  resume  (310)  914-9288 


HELP  WANTED  -  PROFESSIONAL 

Reporter,  copy  editor  openings.  W. 
Central  Florida  daily  newspaper  has  2 
openings.  Hard  news  reporter  -  gen¬ 
eral  assignment.  Copy  editor  -  edit, 
design,  paginate  news  and  features 
sections.  Send  resume  to  Charlie  Bren- 
j  nan,  ME,  1624  N.  Meadowcrest  Blvd. 

1  Crystal  River,  FL  34429. 

GENERAL  ASSIGNMENT  REPORTER 
SPORTS  REPORTER 

The  NewsTribune  is  a  mid-size,  Mon¬ 
day  thru  Saturday  PM,  located  about 
1  1/2  hours  from  Chicago,  midway 
between  Rockford  and  Peoria,  IL. 
Good  starting  salary  and  benefits, 
j  Family-owned  operation  in  which  your 
I  ideas  will  be  heard. 

GENERAL  ASSIGNMENT  REPORTER: 

I  Ideal  candidate  will  have  previous 
I  newspaper  experience  and  knowledge 
]  of  local  government.  Editing  and  layout 
experience  helpful. 

SPORTS  REPORTER:  Strong  reporting 
skills.  Layout  and  headline  experience 
desired.  Will  consider  recent  college 
grad  with  experience. 

Send  resume  and  clips  to  Joyce 
McCullough,  NewsTribune,  426  Sec¬ 
ond  Street,  La  Salle,  IL  61301 . 


GRAPHICS  EDITOR 

Lead  the  Daily  Record,  a  50,000- 
circulation  Gannett  newspaper  30 
I  miles  from  New  York  City,  into  the  21st 
I  century.  The  successful  candidate  will 
j  oversee  the  overall  look  of  the  paper, 

!  design  major  pages,  produce  and  edit 
local  and  wire  infographics,  and 
manage  one  other  artist  and  several 
freelancers.  Newspaper  experience 
and  command  of  QuarkXPress, 
j  Illustrator,  Freehand  and  Photoshop 
!  necessary.  We  offer  a  competitive 
i  salary  plus  a  comprehensive  benefits 
j  package  and  401  (k).  Send  a  resume, 
salary  requirements,  and  examples  of 
'  significant  work  to  Bill  Donnellon, 
'  editor.  Daily  Record,  800  Jefferson 
:  Road,  Parsippany,  NJ  07054.  The 
'  Daily  Record  is  an  Equal  Opportunity 
Employer.  EEO/AA/M/F/H/V 


i  MAKE  A  DIFFERENCE  NOW 
The  Battle  Creek  Enquirer  needs  two 
[  talented  editors/designers  to  join  its 
staff:  An  assistant  features  editor  to 
I  help  design  pages  and  lead  the 
1  department-  and  a  wordsmith  with 
j  strong  QuarkXPress  skills  to  fill  out  our 
I  news  desk.  The  Enquirer  was  named 
I  one  of  Gannett's  five  most  improved 
I  cKipers  in  1998,  and  we're  working 
I  hard  to  get  better  still.  Resumes,  sam- 
'  pies  to  Mark  Land,  executive  editor, 
j  155  W.  Van  Buren  Street,  Battle  Creek, 
j  Ml  4901 7.  E-mail: 

I  mland@battlecr.gannett.com 


I _ EDITORIAL _ 

'  LEGAL  AFFAIRS  WRITER 

i 

The  American  Bar  Association  seeks 
reporter  to  write  hard-hitting  news 
stories  and  features  for  its  award- 
!  winning  monthly  magazine  for  law- 
j  yers,  the  ABA  JOURNAL.  The  position 
I  requires  a  college  degree,  a  law 
degree  or  equivalent  experience  and  at 
least  5  years  experience  in  journalism. 
Legal  reporting  background  a  plus.  The 
ideal  candidate  works  well  under  pres- 
1  sure,  develops  original  story  ideas, 
writes  with  flair,  conducts  thorough 
research  and  pursues  investigative  arti¬ 
cles. 

j  We  offer  a  starting  salary  com- 
i  mensurate  with  experience  and  a  com¬ 
prehensive  benefits  package.  Please  sub¬ 
mit  resume  and  salary  requirements  to 
Annette  Reyes,  Human  Resources, 

!  AMERICAN  BAR  ASSOCIATION,  750 
!  N.  Lake  Shore  Drive,  Chicago,  IL 
i  6061 1 .  Fax:  (312)  988-5177  EEO 


I  - - 

j  LOCAL  NEWS  EDITOR 

;  Lead  a  team  of  dedicated  reporters  put¬ 
ting  out  a  daily  package  of  compelling, 
relevant  and  informative  local  news. 
Need  strong  orgonizational  skills  and 
big-picture  thinking.  Full-time  reporting 
experience  and  a  passion  for  news  are 
musts.  Managerial  experience  a  plus. 

I  The  Monroe  (Ml)  Evening  News  is  an 
employee-owned  company  with  a  fam¬ 
ily-friendly  newsroom;  we  have  a  new 
color  press  and  fresh  redesign.  Send 
your  resume  and  clips  to  Deborah 

i  Saul,  editor,  Monroe  Evening  News, 
P.O.  Box  1 1 76,  Monroe,  Ml  481 61 . 


The  Headlight-Herald,  one  of  Oregon's 
largest  paid  weeklies,  is  looking  for  a 
!  Managing  Editor  to  run  its  editorial 
department.  We  serve  more  than 
8,500  fiercely  loyal  readers  in  one  of 
America's  most  beautiful  coastal  areas. 
We're  looking  for  someone  to  help 
I  expand  our  coverage,  improve  our 
I  presentation  and  increase  our  pre- 
I  sence.  Our  young  staff  needs  a  leader, 
i  Send  a  letter  of  introduction  telling  us 
!  why  you're  the  person  we're  seeking,  a 
I  resume,  samples  of  work  and  salary 
i  history  to  Warren  Bridges,  Pacific 
I  Coast  Newspapers  Inc.,  P.O.  Box  444, 

!  Tillamook,  OR  97141 .  Or  fax  to: 
i  (503)  842-8842 

J  -  - 

j  Desperation  is  a  feather  in  your  cap 

I  Beck 


56 


EDITOR  &  PUBLISHER  '  SEPTEMBER  18.  1999 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

MANAGING  EDITOR 
Award  winning  Zone  3  small  daily  is 
looking  lor  someone  ready  to  take  the 
reigns  as  Managing  Editor.  Job  duties 
inoude  reporter  assignments  and 
coaching,  editing,  page  layout,  and 
oversight  of  local  news  operation. 
QuarkXPress  experience  required.  This 
position  requires  a  person  that  is  highly 
organized  with  excellent  communica¬ 
tion  and  human  relation  skills,  reports 
to  Publisher.  Send  resume  and  cover  let¬ 
ter  explaining  why  you  feel  your  pre¬ 
sence  would  make  us  a  better  newspa¬ 
per.  Send  to  Ronnie  Bell,  Daily  Herald, 
P.O.  Box  520,  Roanoke  Rapids,  NC 
27870  or  fax  (252)  537-2314. 

MANAGING  EDITOR  needed  for 
Northern  Virginia  Daily,  a  6-dciy  AM 
newspaper  in  a  growing  area  of  the 
Shenandoah  Valley  that  has  been  the 
most  honored  small  daily  in  the  state 
for  the  past  decade.  Editor  would 
manage  staff  of  two  AMEs,  two  copy 
editors,  four  page  designers,  four- 
person  sports  staff,  eight  news 
reporters  and  three  photographers. 
Candidate  must  be  aole  to  manage 
and  develop  staff  in  three  bureaus 
while  maintaining  the  Daily's  high  stan¬ 
dards  in  local  news  coverage.  Superior 
command  of  the  language  and  AP  style 
is  a  must.  Experience  in  reporting  and 
editing  required.  The  Daily  has  a  fully 
paginated  newsroom  with  state-of-the- 
art  equipment.  Competitive  salary  and 
benefits.  Send  resume  and  cover  letter 
to  Pam  Bell,  human  resources  director. 
Northern  Virginia  Doily,  P.O.  Box  69, 
Strasburg,  VA  22657.  Fax  (540)  465- 
6153  or  E-mail  nvd@shentel.net 
Questions?  Call  (540)  465-51 37 


MANAGING  EDITOR 

The  Zanesville  (Ohio)  Times  Recorder  is 
seeking  an  experienced  manager  to 
run  our  25  person  newsroom.  Candi¬ 
dates  should  hove  experience  working 
with  reporters  on  news-gathering  and 
writing;  the  ability  to  motivate  others 
and  juggle  many  tasks  at  once; 
excellent  word-editing  skills;  understan¬ 
ding  of  FOIA  and  strong  writing  skills. 
Send  resume  and  clips  to  John  Roytis, 
publisher.  Times  Recorder,  34  South 
4th  Street,  Zanesville,  OH  43701 . 

E-mail  jraytis@cosmg.com 
An  Equal  Opportunity  Employer 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


_ EDITORIAL _ 

METRO  EDITOR 

We're  looking  for  a  leader  who  will 
further  the  award-winning  work  in  a 
22-person  department  with  vision  to  con¬ 
nect  with  readers,  diligent  editing  and 
a  desire  for  quality  writing.  The  Record 
(58,000  daily,  71,000  Sunday)  is  the 
leading  newspaper  in  fast-growing 
San  Joaquin  County,  situated  about  an 
hour's  drive  from  the  Bay  Area  and 
Sierra  Nevada.  We  are  an  Omaha 
World-Herald  company  that  pays  com¬ 
petitive  salaries  and  values  diversity  in 
the  workplace. 

Send  cover  letter  and  work  samples  to 
Managing  Editor  Mike  Klocke,  The 
Record,  P.O.  Box  900,  Stockton,  CA 
95201 .  E-mail: 

mklocke@recordnet.com 


NEWS  EDITOR/REPORTER  sought  by 
established  alternative  newsweekly  in 
state  capital.  2  years  experience.  Send 
resume,  clips  to  Amy  Singmaster,  Free 
Times,  P.O.  Box  8515,  Columbia,  SC 
29202.  FAX  (803)  739-2489. 

E-mail:  ads@free-times.com 


NEWS  REPORTER  NEEDED  at 
aggressive,  high-quality,  7-day  news¬ 
paper  in  Southwest  NH.  Beat  cov¬ 
erage,  with  enterprise  and  investigative 
work  prized.  Resume,  clips  to  T. 
Kearney,  executive  editor.  The  Keene 
Sentinel,  P.O.  Box  546,  Keene,  NH 
03431,  E-mail:  tfk@keenesentinel.com 


NEWS  SYSTEMS  SEEKS  a  self-starter 
to  join  its  team  of  pagination  support 
specialists.  This  person  must 
understand  editorial  workflow  and  help 
guide  newsroom  technology.  Experi¬ 
ence  with  DT  software  a  plus.  Appli¬ 
cants  should  have  good  people  skills 
and  excellent  communication  skills. 
Applicants  should  also  have  an 
understanding  of  the  MAX  operating 
system  and  desktop  publishing  soft¬ 
ware.  Send  resume  to  Angela  Tuck, 
AJC,  72  Marietta  Street  NW,  Atlanta, 
GA  30303,  or  E-mail  atuck@ajc.com 


PAGE  DESIGNERS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  the  peo¬ 
ple.  They  are  unfailingly  friendly  and 
helpful.  The  copy  desk  is  a  real  team 
effort”  -  copy  editor  Bonnie  Lawrence 
The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.”  -  Lydian  Elernhardt,  former 
copy  desk  chief,  now  assistant  features 
editor 

If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  design  and 
layout  skills,  language  skills,  creativity, 
initiative  and  news  judgment  to  Ed 
Williams,  recruitment  coordinator. 
News  &  Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


_ EDITORIAL _  !  _ EDITORIAL _ 

NIGHT  EDITOR  1  PHOTOGRAPHER:  Full-time  photo- 

Adaptable,  experienced  editor  for  city  1  grapher  needed  for  15,(X)0  seven-day 
desk  of  a  mid-20,000  daily  in  Vir-  '  AM  newspaper  with  sparkling  color 
ginia's  Shenandoah  Valley.  We  are  a  |  reproduction.  Must  be  able  to  shoot  all 
PM  five  days  a  week,  AM  on  Saturday,  j  types  of  events  and  scan.  Excellence 
going  all  AM  in  April  2000.  Looking  j  expected.  Work  in  a  lively  news  town 
for  hands-on  editor  with  an  eye  for  with  a  friendly  and  supportive 
detail.  Resume  to  Ron  Morris,  manag-  I  newsroom  staff.  Send  letter,  resume 
ing  editor.  The  Winchester  Star,  2  N.  and  saniples  to  Managing  Editor  Dave 
Kent  Street,  Winchester,  VA  22601 .  Hawk,  me  News-Dispatch,  121  W. 

E-mail:  news@winchesterstar.com  I  Michigan  Blvd.,  Michigan  City,  IN 
-  I  46360. 

PAGE  DESIGNER  ! 


Arkansas's  best  daily  newspaper  needs 
page  designers  who  want  to  live  and 
work  in  the  beautiful  Ozarks.  Good 
news  judgment  and  copy  editing  skills 
required,  if  you  are  proficient  on 
QuarkXPress  and  willing  to  work  eve¬ 
ning  and  weekend  hours,  fax  your 
resume  with  cover  letter  to  The  North¬ 
west  Arkansas  Times  (501 )  442-1741 . 


PHOTOGRAPHER  -  Suburban  Phila¬ 
delphia  has  an  opening  for  a  shorp- 
eyra  shooter.  Candidates  need  to  be 
creative,  even  on  routine  assignments. 
Daily  experience  preferred.  Send 
resume  and  samples  to  Lanny 
Morgnanesi,  executive  editor.  The 
Intelligencer,  Box  858,  333  N.  Broad 
Street,  Doylestown,  PA  1 8901 . 


PHOTOGRAPHER:  Come  shoot  for  a 
48,000-circulation  weekly  where  it's 
possible  to  achieve  statewide  POY 
status  and  win  overall  Photographic 
Excellence  five  times  in  10  years.  Job 
requires  Bachelor's  in  photojournalism, 
knowledge  of  Photoshop  and  famil¬ 
iarity  with  Catholic  Church.  Send 
resume,  clips  and  slide  portfolio  by  Sep¬ 
tember  30  to  editor.  Catholic  Courier, 
P.O.  Box  24379,  Rochester,  NY 
14624-0379. 


PRESENTATION  EDITOR 

The  Cincinnati  Enquirer  is  looking  for  a 
Presentation  Editor  to  make  our  daily 
and  Sunday  Papers  more  visually  com- 
pelling.  We're  looking  for  an 
energetic,  thoughtful  individual  who 
has  a  track  record  of  thinking  and 
working  in  creative  ways.  This  person 
will  work  collaborativefy  with  depart¬ 
ment  heads  to  improve  the  design  of 
our  paper,  with  emphasis  on  Page  1, 
Metro  and  Business. 

The  successful  candidate  will  have  a 
record  of  design  excellence;  expert 
knowledge  or  QuarkXPress  and 
Photoshop.  Management  and/or  edit¬ 
ing  experience  a  plus. 

Cincinnati  is  consistently  rated  as  a 
great  place  to  live.  Our  riverfront 
newsroom  offers  a  birds-eye  view  of 
the  Bengals  stadium,  which  is  set  to 
open  next  year.  And  we're  a  five- 
minute  walk  to  a  Reds  game. 

If  interested,  please  send  a  resume, 
cover  letter  and  samples  to  Managing 
Editor  Rosemary  Goudreau,  c/o  The 
Cincinnati  Enquirer,  312  Elm  Street, 
Cincinnati,  OH  45202.  The  Cincinnati 
Enquirer  values  diversity  and  is  an 
equal  opportunity  employer. 


EDITORIAL 


EDITORIAL 


Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwl newtimes.(X)m. 


www.medlainfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

REAL  ESTATE  REPORTER 
The  Business  Journal  in  Milwaukee  has 
an  immediate  opening  for  an 
aggressive  reporter  to  cover  com¬ 
mercial  and  residential  real  estate  and 
retail.  Three  years  reporting  experience 
at  a  daily  newspaper  or  weekly  busi¬ 
ness  publication  preferred.  Salary  com¬ 
mensurate  with  talent  and  experience. 
Send  cover  letter,  resume  and  work 
samples  to  Gory  Miller,  editor.  The 
Business  Journal,  600  W.  Virginia 
Street,  Suite  500,  Milwaukee,  Wl 
53204.  E-mail  milwaukee@amcity.com 


REPORTER  FOR  business  and  gov¬ 
ernment  position  at  growing,  twice 
weekly  Nevada  newspaper.  J-school  or 
experience.  Photo,  computer  skills 
helpful.  Hank  Bond,  Pahrump  Valley 
Times,  E-mail:  hbond@pahrump.net 
Fax:  (775)  727-5309,  mail  2160  E. 
Calvada  Blvd.,  Pahrump,  NV  89048. 

REPORTER  NEEDED  for  aggressive 
22,000  circulation  daily  in  Houma,  LA, 
located  about  50  miles  southwest  of 
New  Orleans.  The  Courier  is  a  New 
York  Times-owned  paper  that  earned 
28  press  awards  and  was  named  the 
Louisiana  Press  Association  newspaper 
of  the  year  for  1998.  Send  resume  to 
Executive  Editor  Mike  Slaughter,  The 
Courier,  P.O.  Box  2717,  Houma,  LA 
70361 .  EOE 


REPORTER  NEEDED  for  a  BTB  trade 
ubiication  located  in  central  NJ.  Must 
e  experienced.  Good  pay,  401  (k), 
medical,  vacation.  Casual,  smoking 
office.  For  details,  contact  Ann  O'Neal, 
at  (609)  587-6200. 


REPORTER:  The  Free  Press,  top  award- 
winner  among  NC's  small  dailies, 
seeks  a  reporter  for  one  of  its  top 
beats,  the  city  beat.  Entry  level,  or  one 
to  two  years  experience.  Our  staff 
members  learn  here,  leap  to  the 
metros.  So  can  you.  Good  pay,  bene¬ 
fits.  Send  letter,  resume,  five  samples  of 
work,  four  references  to  Richard 
Wagner,  editor,  2103  N.  Queen 
Street,  Kinston,  NC  28501 . 


REPORTER 

Reporter  for  USAE,  a  fast-growing 
weekly  trade  industry.  2-3  years  report¬ 
ing  experience  required  plus  working 
knowledge  of  Pagemaker  software. 
Bethesda,  MD  location  near  DCs 
Metro.  We  provide  excellent  benefits. 
Some  travel  required.  Salary  com¬ 
mensurate  with  experience  plus 
bonuses.  Resumes/clips  to  P.O.  Box 
15009,  Chevy  Chase,  MD  20825;  fax 
(301)656-2845 

E-mail  staff@usanews.com 


REPORTERS,  SPORTS  WRITERS,  weekly 
editor,  assistant  news  editors  (dailies) 
needed  for  a  group  of  growing  news¬ 
papers  in  Wisconsin.  Experience  not 
necessary  for  some  positions.  Good 
salaries,  excellent  benefits,  opportuni¬ 
ties  for  advancement.  Send  resume 
and  clips  to  SCWN,  Managing  Editor, 
P.O.  Box  116,  Wisconsin  Dells,  Wl 
53965. 


' _ EDITORIAL _ 

REPORTER 

The  Dubuque  (Iowa)  Telegraph  Herald, 
a  division  of  Woodward  Communica¬ 
tions,  Inc.,  a  family/employee  owned 
multi  media  corporation,  has  an 
immediate  opening  for  a  features 
reporter.  Responsibilities  include  writ¬ 
ing  regular  feature  articles  on  arts, 
entertainment,  family  and  schools.  Posi¬ 
tion  also  requires  some  creative  layout 
and  composition  in  QuarkXPress. 
Qualifications  include  a  Bachelor's 
degree  or  equivalent,  a  minimum  of 
two  years  newspaper  or  related 
media/communications  experience. 

In  addition  to  a  competitive  salary,  we 
offer  excellent  benefits,  among  them: 
j  an  employee  stock  ownership  plan, 
401  (k)  plan,  health  and  dental  insur¬ 
ance  and  tuition  reimbursement. 

If  interested  in  applying  for  this  posi¬ 
tion,  please  send  your  resume  and 
cover  letter  to  Emp/Comp  Mgr., 
Woodward  Communications,  Inc., 
j  P.O.  Box  688,  Dubuque,  lA  52004- 
0688.  Woodward  Communications, 
Inc.  is  an  EEO/AA.  Women  and 
I  minorities  are  encouraged  to  apply. 


REPORTER 

The  Watertown  (NY)  Daily  Times,  a 
38,000  circulation  paper  near  Lake 
Ontario,  has  an  opening  (or  a  general 
assignment  reporter.  Applicants  must 
hove  a  B.A.  degree  and  internships  or 
reporting  experience.  Send  resume  to 
Bob  Gorman,  AME,  Watertown  Daily 
Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 


RETAIL/DOWNTOWN 
DEVELOPMENT  REPORTER 

I  The  Seattle  Times  is  looking  (or  a  lop 
I  beat  reporter  to  cover  some  of  the 
I  nation's  leading  retail  companies, 
including  Nordstrom,  Starbucks,  REI 
I  and  Costco.  This  reporter  will  identify 
;  and  report  on  retail  trends  that  will 
I  shape  the  industry  in  the  next  century 
i  as  well  as  the  growing  field  of  E- 
i  commerce  and  online  companies  such 
j  as  Amazon.com  You'll  also  be  tracking 
;  major  changes  in  a  vibrant  downtown 
area,  and  writing  a  high-profile  weekly 
column  that  brings  readers  behind  the 
scenes  on  local  retail  trends.  Source 
Development  and  graceful  writing  are 
the  keys  to  this  beat.  Candidates 
should  send  cover  letter,  resume,  clips, 
story  ideas  and  a  one-page  summary 
of  now  you'd  approach  the  job  to 
Robert  Weisman,  business  editor.  The 
Seattle  Times,  P.O.  Box  70,  Seattle, 
WA98111. 


SPORTS  EDITOR 

The  Mesabi  Daily  News,  an  award¬ 
winning  daily  newspaper  is  seeking  a 
Sports  Editor.  Previous  experience  as 
Sports  editor  and/or  sports  writing  on 
a  daily  or  weekly  paper  preferred.  Com¬ 
petitive  salary/benefit  package  includ¬ 
ing  401  (k).  ^nd  resume  and  clippings 
to  Mesabi  Daily  News,  Attn:  Bill 
Hanna,  P.O.  Box  956,  Virginia,  MN 
55792  or  E-mail  mdn@virginiamn.com 


_ EDITORIAL _ 

SENIOR  EDITOR 

j  Award-winning  monthly  trade  maga- 
j  zine  seeks  top  notch  reporter/writer  to 
j  cover  marketing,  design,  construction, 
and  business  beats  of  the  professional 
home  building  industry.  Requirements 
include  a  minimum  of  5  years  report¬ 
ing  and  writing  experience,  strong  edit¬ 
ing  skills,  and  the  ability  to  manage 
special  projects.  Knowledge  of  the 
housing  industry  a  plus.  Competitive 
salary  and  great  benefits.  Send  cover 
letter,  resume,  salary  requirements  and 
five  writing  samples  to  Cati  O'Keefe, 
Hanley-Wood,  Inc.,  One  Thomas  Cir¬ 
cle,  NW,  Suite  600,  Washington,  DC 
20005.  Visit  us  at: 
j  www.hanley-wood.com  EOE  CTR 

:  SPORTS  WRITER 

!  The  Antelope  Valley  Press  is  looking 
j  for  a  full-time  general  assignment 
I  sports  writer  for  its  award-winning 
!  editorial  staff.  We  are  looking  for 
1  someone  who  thinks  sports  should  be 
;  covered  as  well  as  city  hall.  Someone 
I  who  can  take  us  beyond  the  usual 
t  game  and  feature  stories.  Qualified 
candidate  will  also  need  to  have 
I  knowledgeoble  desk  skills,  excellent 
j  word  skills  and  the  ability  to  work  (lex- 
I  ibie  hours.  Interested  candidates  should 
:  send  cover  letter,  resume  and  clips  to 
I  Antelope  Valley  Press,  personnel 
!  department,  P.O.  Box  40150, 
i  Palmdale,  CA  93590-4050. 


I  SPORTS  EDITOR 

Evergreen  Newspapers  is  seeking  a 
Sports  Editor  to  continue  our  excellent 
sports  coverage  in  the  foothills  of  the 
Rocky  Mountains,  only  40  minutes  out 
of  Denver. 

This  hands-on  position  reauires  good 
sports  writing  skills,  familiarity  with 
Macintosh  computers  and  layout/ 
j  design  ability.  Send  writing/design 
j  samples,  a  cover  letter  and  your 
j  resume  to: 

I  Human  Resource  Director 

Evergreen  Newspapers 
i  P.O.  Box  430 

i  Evergreen,  CO  80437-0430 

EOE 

,  THE  ALBUQUERQUE  JOURNAL,  New 
Mexico's  statewide  newspaper,  is  seek- 
I  ing  an  experienced  copy  editor  to  join 
i  the  15-member  Sports  Department 
I  staff.  Duties  include  editing  the 
Journal's  weekly  outdoor/recreation 
section.  A  person  who  can  generate 
stories  and  work  well  with  reporters 
and  stringers  is  essential.  We  are  seek- 
I  ing  an  aggressive  editor  with  a  solid 
knowledge  of  sports  and  with  strong 
grammar  and  people  skills  -  someone 
who,  among  other  things,  will 
challenge  copy  and  write  headlines 
that  entice  readers.  A  curious  mind, 
j  thorough  knowledge  of  AP  style  and 
strong  internships/prior  newspaper 
experience  are  a  must.  Send  resumes 
and  clips  to  Tim  Coder,  sports  editor, 
Albuquerque  Journal,  P.O.  Drawer  J, 
Albuquerque,  NM  87103.  Phone: 
(505)  823-3909;  Fax:  (505)  823- 
3998;  E-mail:  tcoder@abqjournal.com 


EDITORIAL 

SPORTS  EDITOR 


Looking  for  an  ambitious,  hard¬ 
working  sports  editor.  Must  be  able  to 
write,  design  pages,  take  photos  and 
manage  stringers.  Excellent  opportunity 
for  sports  reporter  who  wants  to  run 
the  snow  at  a  5,500  circulation  daily 
that  covers  7  Northeast  Colorado  high 
schools.  Will  consider  recent  groduates 
willing  to  work  hard  to  prove 
themselves.  Send  resume,  clips  to: 

Todd  J.  Hepler,  editor 
The  Journal-Advocate 
P.O.  Box  1 272,  504  N.  Third  Street 
Sterling,  CO  80751 
editor@journal-advocate.com 
Office  (970)  552-1990 
Fax  (970)  522-2320 


SPORTS  EDITOR:  Midwestern,  six-day 
10,000  daily  seeks  sports  editor  who 
believes  high  schools  deserve  pro¬ 
fessional-level  coverage,  from  stats  to 
advances  and  game  stories;  who  wants 
to  push  sports  stories  for  page  1 ;  who 
believes  sports  is  more  than  numbers 
and  cliches. 


We  are  in  a  diversified,  progressive 
town  close  to  universities,  hunting,  fish¬ 
ing  and  boating.  We  offer  health  and 
retirement  benefits  and  a  competitive 
salary.  We  are  a  newspaper  with  the 
philosophy  that  small-town  newspa- 
'  pering  matters,  that  it  can  and  should 
;  be  done  well. 

Responsibilities  include  doily  page 
i  production,  story  editing,  staff 
!  supervision  and  section  planning.  Send 
resume,  clips,  three  references  and  a 
I  letter  explaining  your  approach  and 
I  philosophy  regarding  community 
;  sports  coverage  to  Box  08943,  Editor 
&  Publisher. 


SPORTS  REPORTER 

We  are  very  strong  in  our  local  sports 
coverage  and  we  are  looking  for  a 
reporter  than  can  really  get  into  cover¬ 
ing  the  local  sports  scene  -  lots  of 
opportunity  for  bylined  stories.  Send 
your  resume  along  with  clips  to  Ronnie 
Bell,  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870  or  fax  to 
(252)  537-2314. 


SPORTS  REPORTER 

The  Free  Press,  a  small  daily  that  thinks 
big,  seeks  a  sports  reporter.  We  cover 
Division  I  college  sports,  minor  league 
baseball.  Entry  level.  QuarkXPress/ 
Mac  experience  preferred.  Good  pay, 
benefits.  Send  letter,  resume, 
references,  clips  to  Richard  Wagner, 
editor.  The  Free  Press,  2103  N.  Queen 
Street,  Kinston,  NC  28501 . 


i  SPORTSWRITER:  We're  a  17,000 
j  daily  in  the  Sierra  foothills.  We  don't 
j  cover  the  pros  or  colleges,  and  we  seek 
'  excellence  in  coverage  of  real  people  - 
preps  and  adult  recreation  sports  alike. 

I  QuarkXPress  experience  helpful. 
Recent  graduates  considered.  Resume, 
your  three  best  clips  to  John  Seelmeyer, 
editor.  The  Union,  1 1 464  Sutton  Way, 
i  Grass  Valley,  CA  95945. 


It's  a  Classified  Secre^  We'//  never  reveal  the  idenHly  of  an  E&P  box  bolder.  If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal  your  reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an  ottadied  note  listing  the  newspapers  or  companies  you  do  not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list,  we'll  discard  your  reply. 


58 


EDITOR  &  PUBLISHER  /  SEPTEMBER  18.  1999 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mecliainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

SUNDAY 

Help  make  historY  with  our  new  Sun¬ 
day  edition.  Work  with  o  great  staff  in 
a  oeautiful  Pacific  Northwest  com¬ 
munity  at  a  locally  owned  20,000- 
circulation  newspaper  on  the  move.  To 
complete  our  Sunday  hiring,  we  need 
a  sports  reporter  and  a  news  copy 
editor.  We  also  offer  year-round 
internships  in  news  reporting  and  pho¬ 
tography.  Send  a  cover  letter,  resume 
with  references  listed  and  your  five  best 
clips  to  Skagit  Valley  Herald,  Human 
Resources,  P.O.  Box  578,  Mount 
Vernon,  WA  98273. 


THE  CITRUS  COUNTY  CHRONICLE,  a 
25,CXX)  daily  in  central  Florida,  is  seek¬ 
ing  an  experienced  editor  with  strong 
leadership  skills,  marketing  savvy  to 
make  FL's  best  community  daily  even 
better.  Send  resume  to  Gerard 
Mulligan,  1624  Meadowcrest  Blvd., 
Crystal  River,  FL  34429. 

THE  ANNISTON  STAR 

We  are  your  dream  of  a  newspaper  - 
aggressive,  creative,  collegial.  Great 
careers  start  here.  American  Journal¬ 
ism  Review  recognized  us  as  one  of  the 
last  of  the  good  independents.  Time 
twice  named  us  one  of  the  best  small 
papers  in  the  nation.  We  mount  for¬ 
eign  reporting  projects  while  we  are 
known  for  community  involvement  at 
home.  Recruits  love  us  for  the  freedom 
to  spread  professional  wings  and  soar 
with  gooci  writing  and  presentation. 
There's  no  waiting  for  a  choice  assign¬ 
ment  until  someone  retires,  no  formula- 
journalism  dictates  fram  a  corporate 
headquarters.  Join  us  in  reporting, 
photo  and  copy  editing/design  posi¬ 
tions.  Please  apply  to  Chris  Waddle, 
executive  editor.  The  Anniston  Star, 
P.O.  Box  189,  Anniston,  AL  36202  or 
via  E-mail  to: 

cwaddle@annistonstar.com 
and  visit  this  dream  of  a  paper  at 
www.annistonstar.com  online 


THE  DETROIT  FREE  PRESS  Graphics 
and  Design  Department  is  looking  for  a 
motivated,  passionate  and  experienced 
graphic  news  artist.  We  offer  a 
recently  redesigned  newspaper  and  pro¬ 
fessional  atmosphere  geared  toward 
practicing  visual  journalism  in  a  highly 
competitive  news  town.  We'll  hire 
someone  who  worries  about  content  - 
both  visual  and  editorial;  who  performs 
well  on  deadline,  working  with  a  team; 
who  understands  visual  story-telling; 
who  seeks  to  simplify  the  complex  and 
give  depth  and  meaning  to  the  routine. 
Three  to  5  years  experience  preferred; 
passion  and  enthusiasm  required. 
Macintosh  skills  are  a  must,  including 
Photoshop,  QuarkXPress  and  Freehand 
or  Illustrator.  Artistic  talent,  strong 
design,  color  and  visualization  skills, 
the  ability  to  conceptualize  visual 
metaphors  and  to  draw  realistically  are 
also  helpful,  as  is  a  well-developed  art¬ 
istic  style.  Confident  self-awareness 
and  strong  people  skills,  with  the 
obility  to  give  and  take  criticism  con¬ 
structively  is  also  important.  Contact 
Steve  Dorsey,  design  and  graphics 
director.  The  Detroit  Free  Press,  600 
W.  Fort  Street,  Detroit,  Ml  48226. 

E-mail:  darsey@freepress.com 
(800)  678-6400  ext.  6792 
Fax:  (313)  222-5981 


! _ EDITORIAL _ 

:  THE  ASPEN  DAILY  NEWS  is  seeking 
editors  for  its  growing  newsroom.  The 
i  ASPEN  DAILY  NEWS  is  a  12,500 
j  circulation  free  daily  in  one  of  the  best 
news  towns  in  the  country. 

Candidates  should  possess  excellent 
news  judgment,  know  where  to  find  the 
good  stories,  have  a  dedicatian  to 
,  hard  news  and  be  able  to  edit  copy  on 
i  deadline.  Experience  at  a  daily  news¬ 
paper  required  and  salary  is  based  on 
experience.  Topics  of  coveroge  include 
the  ski  industry,  the  environment,  big 
business  ond  heated  politics. 

Positions  open  include  Associate 
;  Editor,  Weekend  Editor  and  Managing 
j  Editor,  who  will  work  with  a  team  of 
I  four  reporters,  copy  editors  and  page 
I  designers.  Duties  include  editing,  copy 
i  editing,  proofreading  and  some  repart- 
I  ing.  Associate  Editor  and  Weekend 
j  Editor  positions  require  night  shifts, 
j  which  will  allow  daytime  fun  such  as 
I  skiing  or  snowboarding.  The  ASPEN 
j  DAILY  NEWS  affers  an  excellent 
I  benefit  package  and  operates  under 
!  the  motto:  “If  you  don't  want  it  printed, 

}  don't  let  it  happen”. 

The  ASPEN  DAILY  NEWS  is  looking  to 
fill  these  positions  immediately,  before 
the  snow  flies.  Interested  parties  should 
contact  Carolyn  Sackariason  at  (970) 
925-2220  to  discuss  the  possibilities  or 
send  resume  and  clips  to  Carolyn 
Sackariason,  ADN,  517  E.  Hopkins 
Avenue,  Aspen,  CO  81611. 

THE  FORT  WORTH  STAR-TELEGRAM, 
a  Knight  Ridder  newspaper,  needs  a 
great  word  editor  to  take  charge  af  our 
Sunday  edition.  We  need  o  story 
doctor  who  can  coach.  You  must  care 
:  about  the  craft  of  writing  and  be  able 
!  to  work  well  with  others  to  develop 
I  sophisticated  trend  stories  bosed  on  the 
news  of  the  week.  You  will  need  at 
least  five  years'  experience  as  a  daily 
newspaper  editor,  preferably  an  the 
i  news  side,  and  o  knowledge  of  pro¬ 
duction.  Our  Sunday  circulation  is 
350,(XX).  Send  cover  letter  and  resume 
to  Kathy  Vetter,  managing  editor/ 
news.  Fort  Worth  Star-Telegram,  400 
W.  Seventh  Street,  Fort  Worth,  TX 
76102. 


THE  FREE  PRESS,  top  award  winner 
among  NC  small  dailies,  seeks  copy 
editor.  Entry  level.  Must  know  page 
i  design,  QuarkXPress,  Macs.  Good 
I  benefits,  pay,  beautiful  beaches 
j  nearby.  Send  letter,  resume,  four  tear 
i  sheets,  faur  references  ta  Richard 
Wagner,  editor.  The  Free  Press,  P.O. 

Box  129,  Kinston,  NC  28502. _ 

THE  INDIANAPOLIS  STAR  (daily 
circulation  265,000;  Sunday  390,(XX) 
is  seeking  an  assistant  business  editor 
to  help  supervise  the  paper's  award¬ 
winning,  nine-person  business  staff. 
Candidates  should  have  a  knack  for 
editing  copy  and  helping  reporters 
shape  their  stories.  Business  experience 
a  plus  but  not  required.  Responsibilities 
include  writing  occasional  stories. 
Please  send  resume  and  clips  to  The 
Indianapolis  Star,  Business  Editor  Greg 
Andrews,  301  N.  Pennsylvania  Street, 
Indianapolis,  IN  46204. 


_ EDITORIAL _ 

I  THE  NORTHERN  VIRGINIA  DAILY, 
Virginia's  most  honored  small  daily 
newspaper  located  in  the  beautiful 
Shenandaah  Valley,  is  expanding  to 
hire  an  assistant  managing  editor  for 
news,  a  news  reporter  and  copy  editor. 

I  The  assistant  managing  editor  position  is 
j  an  excellent  opportunity  for  an  experi- 
j  enced  journalist  to  take  a  leading  role 
i  in  a  seasoned  newsroom.  The  reporter 
position  provides  a  chance  for  a 
beginning  reporter  to  learn  the  ropes 
I  or  for  someone  more  seasoned  to 
I  bring  their  knowledge  and  experience 
!  to  a  dynamic  news  team.  The  copy  editor 
!  is  responsible  (or  editing  news  and  sports 
I  stories,  so  superior  command  of  language 
;  is  a  must.  Competitive  salary  and  benefits. 

!  Send  resumes  and  samples  of  work  to 
'  Pam  Bell,  human  resources  director,  P.O. 
j  Box  69,  Strasburg,  VA  22657  or 
Fax  (540)  465-9388 

j  THE  NORTHERN  VIRGINIA  DAILY, 

I  Virginia's  most  honored  small  daily 
newspaper  located  in  the  beautiful 
Shenandoah  Valley  is  seeking  a  sports 
editor.  Excellent  opportunity  (or  expe¬ 
rienced  sports  writer  to  take  on  a  man¬ 
agement  role,  while  continuing  to  write 
and  rotate  desk  duty  with  two  other 
sports  writers.  The  sports  staff  alsa 
includes  a  number  of  stringers  and  a 
sports  assistant.  Competitive  salary  and 
benefits.  Send  resumes  and  samples  af 
work  to  Pam  Bell,  human  resources 
director,  P.O.  Box  69,  Strasburg,  VA 
22657,  or  fax  (540)  465-9388 


_ EDITORIAL _ 

THE  NOVEMBER  13th  ISSUE  of  Editor  & 
Publisher's  Career  Guide  for  entry  level 
and  early  experienced  candidates  will 
be  available  in  print  and  on  our 
Website.  Advertisers  reach  students  at 
colleges  and  universities  with  journal¬ 
ism,  business  and  publishing  pro¬ 
grams.  Jobseekers  find  help  wanted 
ads,  job  search  tips,  internships, 
inspiration  and  more!  Contact: 

Hazel  Preuss  (212)  675-4380  Ext  171 
hazelp@mediainfo.com 


THE  PADUCAH  (KY)  SUN,  flagship  of 
I  family  owned  Paxton  Media  Group,  is 
'  seeking  an  experienced  news  copy 
!  editor.  The  Sun  is  a  31,(XX)-circulation, 
7-day  AM  with  subscribers  in  1 7 
I  western  Kentucky  and  southern  Illinois 
counties.  Position  requires  steodfastcom- 
mitment  to  defense  of  the  language; 
ability  and  willingness  to  rewrite 
uninspired  or  disjointed  copy;  and  pro- 
I  ven  news  judgment.  Job  involves  some 
j  basic  pagination  work  on  DTI  editorial 
j  system  in  cxldition  to  editing.  Salary 
1  based  on  experience.  The  company, 
j  which  operates  26  daily  newspapers  in 
I  nine  states,  offers  pension  AND  com- 
j  pany-matched  401  (k);  health  and 
j  benefits;  and  opportunities  for  pro- 
I  fessional  advancement.  Send  resumes 
to  Executive  Editor  Kad  Harrison  at  The 
j  Paducah  Sun,  408  Kentucky  Avenue, 
I  Paducah,  KY  42001 . 


EDITORIAL 


EDITORIAL 


THE  CHRONICLE 
OF  HIGHER  EDUCATION 

Depiit}'  Managing  Editor 

The  Chroniele  of  Higher  Education,  a  weekly  new.spaper  with  a 
World-Wide  Web  .site  that  is  updated  daily,  .set'ks  a  new  memlier  of 
its  inanagenient  team. 

The  Deputy  .Managing  Editor  would  work  closely  with  the  Editor  and 
the  .Managing  Editor  on  all  facets  of  The  Chronicle  s  editorial 
o|)erations.  (laily  and  weekly,  print  and  electronic.  The  Deputy 
.Managing  Editor  would  play  a  role  in:  overseeing  news  gathering. 
iniproN  ing  fciitun'  wTiting.  managing  and  developing  our  reporters 
and  (‘ditors,  and  identifying  new  areas  to  cover  and  .strategies  for 
doing  so. 

Candidates  should  Ix'  creative,  intelligent,  indu.striou.s.  and  able  to 
work  well  with,  and  inspire,  others.  iSeveral  years  of  news[)a[K‘r  or 
magiizine  e.xiM'rienec'  an'  n'liuinsl:  .some  managerial  ('xjK'rienee.  and 
some  familiarity  with  W<'lFl)a.sed  publishing,  is  prefeired. 

The  Chroniele  offers  competitive  pay,  benefits  that  are  virtually 
unmateh('d  in  Journalism,  and  a  plea.sant  and  stimulating  work 
envinuiment.  Candidati's  should  send  a  letter,  resume,  and  n-levant 
sani|)les  of  their  work  to: 

Dotig  Lederman.  .Managing  Editor 
The  Chnmiele  of  Higher  Edtieation 
1255  2:inl  Stn'ct,  N.W. 

Wiishington.  D.C.  20037 
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HELP  WANTED 


_ EDITORIAL _  i 

THE  PEKIN  DAILY  TIMES,  an  award-  j 
winning  15,CXX)  six-day  PM  daily  near 
Peoria,  IL,  seeks  a  highly  motivated 
reporter  with  superior  writing  skills  to 
cover  local  high  school  sports. 

Ideal  candidates  are  detail-oriented 
with  excellent  English  skills.  Send 
resume  and  samples  to  Editor  Joel 
Steinfeldt,  Daily  Times,  P.O.  Box  430, 
Pekin,  IL  61555. 


THE  SEDALIA  DEMOCRAT,  a  top-notch  j 
small  daily  near  Kansas  City,  is  seek-  j 
ing  a  sports  editor  and  copy  editor  to  j 
join  an  award-winning  staff  of  1 6.  Our  i 
next  sports  editor  will  continue  a 
record  of  strong  prep  coverage  and 
arresting  enterprise  work.  The  copy 
editor  will  work  in  a  creative  newsroom 
on  one  of  Missouri's  best  designed  | 
papers.  Reply  with  a  letter  telling  what 
you  will  bring  to  the  job,  clips  and 
copies  of  your  paper  to  Oliver  Wiest, 
editor,  700  S.  Massachusetts  Avenue, 
Sedalia,  MO  65301 . 

democrat@ozarks.net  (800)  892-7856  | 


THE  VALLEY  MORNING  STAR,  a  | 
30,000  AM  daily  in  South  Texas,  is  ! 
looking  for  talented  journalists  to  join  i 
our  team.  We  are  looking  for  a 
features  writer,  business/ag  reporter, 
reporters  and  copy  editors.  If  you  are 
seeking  a  new  challenge  and  want  to 
be  part  of  our  news  team,  send  cover 
letter,  resume,  five  clips  and  references 
to: 

Laurie  Pearson 
Managing  Editor 
Valley  Morning  Star  I 

P.O.  Box  5111,  Harlingen,  TX  78551  I 
Fax  (956)  430-6223  ' 


THE  WINSTON-SALEM  JOURNAL  is  i 
seeking  a  copy  editor.  Applicants  must  ' 
have  newspaper  experience  and  be 
strong  in  AP  style,  spelling  and  gram¬ 
mar.  Layout  experience  desirable  but 
not  required.  Send  resume  to  T. 
Fluharty,  Winston-Salem  Journal,  P.O. 
Box  3159,  Winston-Salem,  NC  j 
27102.  i 


WE'RE  LOOKING  FOR  someone  to  ! 
bring  imagination  to  our  education  cov-  ! 
erage  andi  stay  on  top  of  developments 
in  one  of  the  nation's  largest  school  dis-  | 
tricts.  This  is  an  issue  oriented  beat  for  I 
a  writer  who  can  balance  hard  news 
and  enterprise.  Send  resume,  clips  to  ' 
Charlie  Moore,  metro  editor,  Albuquer-  i 
que  Journal,  P.O.  Drawer  J,  Albuquer¬ 
que,  NM  87 109. 


WEB  EDITORS  WANTED  ! 

www.Dallasnews.com  the  website  of  I 
The  Dallas  Morning  News,  is  seeking  I 
editor-producers  for  expansion  of  our  j 
news  and  sports  staff.  Candidates  must  | 
have  strong  editing  skills.  HTML  knowl¬ 
edge  a  plus.  E-mail  your  resume  to  i 
John  Banks,  dallasnews.com  sports  j 
editor  jbanks@dallasnews.com  or  j 
Gerry  Barker  dallasnews.com  general  i 
manager  gerry@dallasnews.com 


Some  like  to  understand  what  they  [ 

believe  in.  Others  like  to  believe  in  what  i 
they  understand 

Stanislaus  Lee 


_ EDITORIAL _ 

WEB  PRODUCER 

The  Detroit  Free  Press  is  seeking  a  full¬ 
time  web  producer  to  help  publish 
freep.com,  auto.com,  and  our  other 
on-line  publications.  Working  with 
other  team  members,  this  individual 
identifies  high-interest  stories  and 
presents  them  on-line  in  compelling, 
informative  and  entertaining  ways. 
Responsibilities  include  story  and  page 
editing;  adding  headlines,  pictures, 
graphics,  sound  and  video  clips; 
development  and  production  of  new  or 
exclusive  on-line  features.  Good  news 
judgment,  big-picture  thinking, 
initiative  and  accuracy  are  essential. 
Technical  expertise  should  include 
HTML  (preferably  including  style  sheets 
and  some  exposure  to  XML),  BBEdit  or 
another  HTML  editor,  Photoshop, 
Illustrator  and  Macromedia  Freehand, 
with  facility  in  Macintosh  and  Win¬ 
dows  operating  environments.  Knowl¬ 
edge  of  Macromedia  Director  and 
SoundEdit  would  be  helpful.  An  interest 
in  JavaScript,  Perl,  CGI,  Visual  Basic  or 
other  programming  would  be  a  plus, 
as  would  design  experience.  This  is  a 
flexible  schedule  that  includes  nights 
and  weekends.  Send  resumes  to; 

David  Blomquist 
Director  of  New  Media 
Detroit  Free  Press 
600  W.  Fort  Street 
Detroit,  Ml  48226 
(800)  678-6400  ext.  4288 
Fax:  (313)  222-5981 
E-mail:  blomquist@freepress.com 

WESTERN  WASHINGTON  STATE 
Small  but  motivated  and  aggressive 
award-winning  weekly  looking  for: 
MANAGING  EDITOR:  Strong  local  cov¬ 
erage  development  pro,  photo, 
excellent  writing,  pagination  skills. 
SPORTS  REPORTER:  Solid  but  creative, 
strong  photos. 

Contact  Kris  Passey  (360)  659-1300 
mglobe@premier1  .net  Marysville,  WA. 

WORDSMITHS  NEEDED 

The  News  &  Observer  needs  copy 
editors  who  know  words  well.  If  you 
know  good  headlines  and  can  write 
them,  Icnow  sentence  structure  and 
good  grammar,  then  we  need  you. 
Our  news  copy  desk  has  openings  for 
entry-level  and  veteran  copy  editors. 
The  desk  edits  wire  and  local  news  for 
our  1 65,000-circulation  daily  in  one  of 
the  nation's  best  places  to  live,  work 
and  ploy.  Your  interest  to  Deputy 
Managing  Editor  Will  Sutton  at 
sutton@nando.com  follow  that,  quickly, 
by  sending  your  resume,  references, 
an  autobiography  and  editing  and 
headline  samples  to  Copy  Editors,  c/o 
Melanie  Sill,  The  News  &  Observer, 
P.O.  Box  191,  Raleigh,  NC  27602. 

WWW.HORSESMOUTH.COM  seeks 
energetic,  detail-oriented  team  player 
with  2-t-  years'  copyediting/ 
copywriting  experience,  keen  eye  for 
detail,  sense  of  humor  and  perspective 
for  full-time  position  in  NYC.  Establish 
editorial  guidelines,  help  create  and 
maintain  editorial  voice.  Edit  content 
for  style,  grammar,  spelling.  Write 
headlines,  summaries  and  other  copy. 
Letter  and  resume  to: 

jobs@horsesmouth  .com 
or  fax  (212)  334-5847 


i  _ EDITORIAL _ 

I  WWW.LODGING.COM  is  seeking 
I  local  correspondents  in  specific  cities 
nationwide  to  cover  major  hotel 
markets,  including  Las  Vegas, 
Orlando,  Los  Angeles,  San  Diego, 
Atlanta,  Washington,  DC,  Seattle, 
Miami,  Dallas,  Chicago,  Ft. 
Lauderdale,  Myrtle  Beach,  Santa  Fe, 
San  Antonio,  Nashville  and  any  other 
1  cities  with  a  sizeable  hotel  market. 

,  Writers  are  expected  to  provide  Lodg- 
I  ing.com  with  content  that  will  help 
'  travelers  choose  the  “right”  hotel.  Every 
!  city  has  its  own  unique  local 
{  characteristics.  For  more  information, 

^  contact  Wendy  Maxey  at: 

wmaxey@lodging.com 


www.CNSNews.com  the  Internet  News 
Wire,  is  growing  again!  We  have 
,  immediate  openings  for  two  new  Staff 
Writers  for  our  Washington-Metro 
!  Bureau.  Four-year  degree  in  journalism 
plus  minimum  3  years  print  or  broad¬ 
cast  newsroom  experience.  We're  look¬ 
ing  for  reporters  who  laugh  at  tight 
deadlines,  revel  in  the  scoop,  write 
;  clean-as-a-whistle  copy  and  have  a 
keen  eye  for  cultural  and  political  hap- 
penings.  Will  work  with 
CNSNews.com  bureaus  in  Jerusalem 
and  London.  Occasional  travel  and 
shift  fill-in  hours  may  be  required, 
j  Great  work  environment,  pay  com- 
!  mensurate  and  retirement,  health, 
dental,  life,  bonus  plan  and  more. 
Resume  and  clips  to  D.  Cooke,  manag¬ 
ing  editor,  CNSNews.com,  1 1 3  South 
West  Street,  Suite  200,  Alexandria, 
VA  22314  or  E-mail: 

'  dcooke@cnsnews.com  EOE 


ENTRY  LEVEL 


LOOKING  FOR  COLLEGE  STUDENTS 
,  AND  GRADUATES  interested  in  a 
:  career  in  the  news  industry.. .The 
I  November  6  issue  of  E&P's  career 
I  guide  is  designed  for  you!  It  includes; 

help  wanted  ads  for  entry  level  and 
I  early  experienced  candidates,  job 
!  market  stories,  inspiration,  tips  to 
:  improve  your  opportunity  AND  you 
;  can  showcase  your  own  talents  with  a 
Positions  Wanted  ad.  For  more 
information  contact: 

I  Michele  Appello  (2 1 2)  675-4380x1 73 


;  WORDSMITHS  NEEDED 

'  The  News  &  Observer  needs  copy 
editors  who  know  words  well.  If  you 
I  know  good  headlines  and  can  write 
j  them,  know  sentence  structure  and 
I  good  grammar,  then  we  need  you. 

I  Our  news  copy  desk  has  openings  for 
!  entry-level  and  veteran  copy  editors, 
i  The  desk  edits  wire  and  local  news  for 
!  our  165,000-circulation  daily  in  one  of 
the  nation's  best  places  to  live,  work 
and  play.  Youf  interest  to  Deputy 
Managing  Editor  Will  Sutton  at 
sutton@nando.com  follow  that,  quickly, 
by  sending  your  resume,  references, 
an  autobiography  and  editing  and 
headline  samples  to  Copy  Editors,  c/o 
i  Melanie  Sill,  The  News  &  Observer, 
i  P.O.  Box  191,  Raleigh,  NC  27602. 


!  INFORMATION  SYSTEMS 

THE  DAILY  HERALD,  Chicago's  3rd 
largest  daily  newspaper  (145,000  -t-)  is 
looking  for  someone  to  manage  a 
[  500-f  network  of  PCs  and  MACs.  The 
i  ideal  candidate  will  have  strong  pro¬ 
ject  management  skills,  2  years  experi- 
!  ence  in  Windows  NT  system  adminis- 
!  tration,  MS  Exchange  Mail,  SQL,  Ora- 
;  cle  7.3,  and  MacOS.  Prior  experience 
i  with  GEAC  or  Atex  publishing  systems 
is  preferred.  We  offer  a  great  work 
environment,  excellent  benefits,  and 
growth  potential.  Send  resume  and 
salary  requirements  to: 

Diane  Muchow,  CPC 
Employment  Recruiter 
Daily  Herald 
P.O.  Box  280 

Arlington  Heights,  IL  60006 
Fax  (847)  427-1270 
E-mail  hr@dailyherald.com 

MAILROOM 


FIELD  SERVICE  TECHNICIAN 

TMSI,  a  leading  newspaper  material 
handling  company  is  seeking  service 
technician  with  Associate  Degree  in 
electronics  or  5  years  electrical/ 
electronics  experience  with  good 
mechanical  aptitude  to  join  our  expand¬ 
ing  field  service  department.  Also 
requires  good  verbal,  written  and 
interpersonal  skills.  Requires  extensive 
travel.  We  offer  a  competitive  wage 
and  benefits  package.  Send  resume  to 
TMSI,  6800  Lake  Abram  Drive,  Mid- 
dleburg  Heights,  OH  44130  or  Fax: 

(440)  239-9006  Attn:  Paul  Cook 
Field  Operations  Manager 


MAILROOM  MANAGER:  Opportunity 
in  Zone  3,  30,000  daily  newspaper 
seeks  experienced  moilroom  manager 
to  supervise  inserting,  packaging 
operations.  Requires  a  reliable,  pro¬ 
fessional  leader  with  problem  solving 
ability.  Previous  management,  schedul¬ 
ing  and  maintenance  experience 
required.  Salary  $30K-t-.  Send  cover  let¬ 
ter  and  resume  to  Box  08945,  Editor  & 
Publisher. 


THE  JOURNAL  TIMES,  Lee  Enterprise 
newspaper,  has  an  immediate  opening 
^  for  an  ASSISTANT  PACKAGING  CEN¬ 
TER  SUPERVISOR.  As  the  individual 
selected  for  this  position,  you  will  be 
responsible  for  leading,  directing,  and 
supervising  packaging  center  opera- 
1  tions. 

Solid  leadership,  interpersonal,  com¬ 
munication,  organization,  decision 
making,  and  mechanical  skills  are 
I  required,  as  is  the  ability  to  effectively 
i  promote  quality  assurance  and 
I  customer  service  fulfillment  in  a 
j  deadline  oriented  environment.  Pre¬ 
vious  experience  a  plus  but  not 
I  required. 

I 

j  We  offer  a  very  competitive  salary  with 
I  excellent  benefits  and  401  (k)  plan. 

i  The  Journal  Times/HR 

j  21 2  Fourth  Street 

I  Racine,  Wl  53403 
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CLASSIFIFn 


HELP  WANTED 


MARKET  RESEARCH 

MARKET  RESEARCH  ANALYST 
The  Los  Vegas  Review-Journal  is  seek¬ 
ing  a  market  research  analyst.  This 
position  is  responsible  for  assisting  in 
analyzing  market  and  media  research 
data  and  creating  sales  presentations 
and  support  materials  for  the  newspa¬ 
per's  advertising  sales  staff. 

The  successful  candidate  will  be  detail 
oriented  and  have  a  broad  base 
knowledge  of  marketing  research.  A 
degree  in  Marketing  Research  or 
related  field  with  one  or  two  years 
experience  is  preferred.  Excellent  com¬ 
puter  skills  (PC/Macintosh)  needed 
along  with  familiarity  with  basic 
research  related  programs  and  market¬ 
ing  information  sources.  Good 
interpersonal,  written  and  oral  com¬ 
munications  skills  helpful. 

We  offer  a  professional  and  stable 
work  environment  and  a  competitive 
package  of  pay  and  benefits.  If  you 
qualify,  send  resume  to  the  address 
below.  You  may  respond  via  E-mail  in 
plain  text  with  no  attachments. 

Las  Vegas  Review- Journal 
Human  Resources 
P.O.  Box  70 

Las  Vegas,  NV  891 25-0070 
Jim_Hannah@lvrj.com 

PRESSR<X)M 

INDUSTRIAL  AAACHINIST  that  knows 
newspaper  presses  and  can  identify 
press  parts.  Call  1  (800)  821-6257 
ask  for  Sam  W.  Boyles. 


PRESSROOM  SUPERVISOR 

The  San  Jose  Mercury  News  is  looking 
for  a  pressroom  supervisor  with  offset 
Pressroom  experience.  Must  have 
experience  as  a  manager/ supervisor 
working  in  a  newspaper  production 
atmosphere.  Ability  to  establish  rap¬ 
port  with  pressroom  employees,  other 
department  managers.  Solid 
interpersonal  skills.  Good  organiza¬ 
tional  ability.  Ability  to  manage  several 
projects  at  one  time.  Must  be  flexible  in 
work  hours.  Must  hove  good  writing 
skills  for  report  presentation.  Some  PC 
knowledge  desired. 

Willingness  to  contribute  to  pro¬ 
ductivity  and  quality  improvements 
through  additional  education  and  train¬ 
ing.  Ability  ta  analyze  and  trou¬ 
bleshoot  mechanical  and  personnel 
problems.  Send  resume  and  salary 
requirements  to: 

Attn:  Human  Resources 
San  Jose  AAercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 
(RE:  Pressroom  Supervisor) 

A  Knight  Ridder  Newspaper  EOE 


FAX  your  ad  to 
212  4929  ♦1259 


i  PRODUCnON/TECH 

i  HEAD  MAINTENANCE  MACHINIST/ 

I  BUILDING  SUPERINTENDENT 

Dow  Jones  &  Company,  publisher  of 
The  Wall  Street  Journal,  is  seeking  a 
full-time  Head  Machinist/Building 
Superintendent  for  our  West  Mid¬ 
dlesex,  PA  printing  facility. 

I  Responsibilities  include  directing, 

!  coordinating  and  supervising  work  of 
machinists  and  building  maintenance 
worker.  Other  duties  include  working 
with  outside  contractors,  responding  to 
repair  requests  fram  departments, 
maintaining  accurate  maintenance 
records,  upholding  a  safe  working 
environment,  participating  in  special 
projects,  as  well  as  performing  main¬ 
tenance  and  repair  on  production/ 
building  equipment,  including  mechan¬ 
ical  and  electrical  troubleshooting. 

Applicants  must  have  knowledge  of 
mechanical,  electrical,  and  electronic 
maintenance  concepts  and  procedures. 
Five  years'  experience  in  printing  or 
manufacturing  environment  preferred. 
Should  be  computer  literate.  Must  be 
highly  motivated  with  excellent  com¬ 
munication  skills,  and  must  hove  ability 
to  maintain  superiar  relations  with 
other  departments  and  outside  con¬ 
tractors.  Previous  demonstration  of 
assertive  leadership  skills  in  building  a 
successful  team  environment  is  essen¬ 
tial. 

We  offer  a  competitive  salary  and  an 
excellent  benefits  package.  Qualified 
candidates  should  mail  or  fax  a 
resume  with  salary  requirement  to: 

I  Dow  Jones  &  Company 

Attention:  Production  Manager 
j  P.O.  Box  267 

West  Middlesex,  PA  16159 
!  Fax:  (724)  528-4239 

I  Equal  Opportunity  Employer 


QUALITY  ASSURANCE  MANAGER 
Come  live  and  work  in  the  beautiful 
Pacific  Northwest!  In  this  newly  created 
position  you  will  develop,  lead  and 
maintain  the  quality  assurance  efforts 
for  the  Seattle  Times  and  Seattle  Post- 
Intelligencer  production  operations, 
including  programs  to  improve  print 
quality  and  customer  service.  Require¬ 
ments  include  a  thorough  knowledge  of 
the  newspaper  production  process, 
and  3-I-  years  af  print  quality  manage¬ 
ment  experience.  Must  have  in-depth 
knowledge  of  offset  press  process, 
especially  color  reproduction,  and 
quality  assurance  methodologies  and 
tools.  Must  have  excellent  communica¬ 
tion,  organizational,  analytical  and  PC 
skills  and  hove  a  strong  customer  ser¬ 
vice  orientation.  College  degree 
strongly  preferred.  We  offer  a  highly 
competitive  salary  and  benefits 
package,  as  well  as  a  relocation  pro¬ 
gram.  Please  indicate  job  code:  EP/ 
99-159/SP  on  your  resume  and  send 
to  The  Seattle  Times,  Employment- 159/ 
SP,  P.O.  Box  70,  Seattle,  WA  98111, 
Fax  (206)  515-5560  or  E-mail  resume 
(MS  Word  format  only)  to: 

SPRILL@seattletimes.com  EOE 


POSITIONS 

WANTED 


ADMINISTRATIVE 


PUBUSHER'S  CONSULTANT:  I  work  as 
the  publisher's  right  hand,  for  as  long 
as  needed,  to  solve  ad  revenue,  circula¬ 
tion  and  editorial  problems.  Also  able 
to  develop  and/or  implement  new 
policies,  skilled  in  cold  starts  or  in  new 
edition  development.  Thirty  years  expe¬ 
rience  in  daily,  weekly  and  TMC.  All 
services  confidential.  Call 
Michael  Bradley  at  (508)  563-2835  or 
E-mail:  mbradley@capecod.net 


EDITORIAL 


EDITING/design  with  flair.  Valuable 
experience  you  can  use,  detail- 
oriented;  fax  (253)  568-2738; 
i1  iii@hotmail.com 


i _ EDITORIAL _ 

I  NEW  YORK  THEATER  CRITIC/ 
Cabaret/Dance,  presently  employed, 
seeks  greater  challenge.  Freelance/ 
Staff.  Respond  to  Box  08931,  Editor  & 

I  Publisher. 


I  SPECIALTY  WRITER 

TV/Radio  critic-columnist,  20  year  pro 
I  large,  medium  market,  contact: 

I  1vwriter99@yahoo.com 

:  VETERAN  SPORTS  EDITOR  seeks  posi- 
:  tion  on  quality  weekly  near  metro 
I  area.  Any  Zone  for  right  opening. 
!  Reply  Box  08938,  Editor  &  Publisher. 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 
Jeff  (973)  575-1005 


Details  at 

www.mediainfo.com 


NEXT  ISSUE 

NOVEMBER  13th 

For  your  FREE  copy, 
please  call  Michele  Appello  at 
(212)  675-4380  ext.  173  or 
e-mail:  michelea@mediainfo.com 

Advertisers,  for  space/material 
deadlines  call  Hazel  Preuss  at 
(212)  675-4380  ext.  171 


li  lick  Classilhil'il 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


www.medjainfo.com 
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E-mail:  shoptalk@mediainfo.com 


by  Joe  Munich 


Dispatch  from  the  loony  hin 


A  reporter’s  perspective  on  the  care  and  feeding  of  editors 


If  you’re  a  reporter  like  me,  chances  are 
you’re  an  ungrateful  brat. 

When  you  think  of  your  editor,  foul 
and  sometimes  murderous  thoughts  come 
to  mind.  You’ll  remember  the  stupid 
assignments  the  editor  sent  you  on.  His 
inability  to  grasp  your  story  pitches.  The 
way  she  mangled  your  profde  of  the  new 
elementary-school  crossing  guard,  costing 
you  a  Pulitzer  Prize. 

Well,  get  over  it. 

This  column  will  Th6r6  31 

educate  you  on  the 
crucial  role  editors  WayS  3 

play  in  saving  your  pHitnrc  ai 

sorry  butt  and  making  CQIlors  at 

your  prose  at  least  Jhe  tvoiCS 
seem  to  be  in  English.  ' 

Yeah,  I  mean  YOU.  -rriQQ  haf 
Editors  who  are  read¬ 
ing  this  may  as  well  NichoISC 

move  on  to  the  classi¬ 
fieds,  where,  if  there  is  ShiflinQ”  i 
a  God,  you’ll  find  that 
lofty  job  that  truly  enOUC 

suits  your  tremendous 
skills  and  knowledge. 

And  as  for  the  rest  of  you  . . . 

Close  the  door.  And  lock  it. 

There  are  no  two  ways  around  it:  Editors 
are  weird.  They  have  more  idiosyncrasies 
than  a  Hollywood  starlet.  I  don’t  know  if 
this  is  a  nature  or  nurture  issue.  Perhaps 
borderline  personalities  are  drawn  to  edit¬ 
ing.  More  often,  I  think,  the  very  role  of 
being  an  editor  is  kind  of  a  Chinese  water 
torture,  slowly  driving  an  otherwise  sensi¬ 
ble  person  insane.  The  typical  editor  is  a 
cross  between  Jack  Nicholson  in  “The 
Shining”  and  ...  well,  enough  said. 

First,  you  must  never  let  an  editor  real¬ 
ize  you  know  all  this.  One  of  your  most 
important  tasks  as  a  reporter  is  the  care  and 
feeding  of  your  editor.  Editors  need  their 
egos  massaged. 

I  worked  for  one  editor  who  was  enam¬ 
ored  of  “scoops.”  I  believe  in  this  age  of 
media  glut,  the  Internet,  and  instantaneous 
communications,  “scoops”  are  something 
of  an  outdated  concept,  particularly  for  pub¬ 
lications  with  long  lead  times.  Every  time  I 
proposed  a  story  or  turned  one  in,  though, 
this  editor  would  demand,  “Is  it  a  scoop?” 

So  I  told  her  90%  of  my  stories  were 
scoops.  It  didn’t  matter  if  the  story  was 
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based  on  a  press  release  she  had  handed 
me  herself.  If  I  said  it  was  a  “scoop,”  my 
editor  became  very  happy  and  gave  me  the 
rest  of  the  afternoon  off. 

As  a  reporter,  you  should  be  compas¬ 
sionate  enough  to  understand  your  editor’s 
pet  peeves  and  use  them  to  your  advantage. 
Appreciate  that  your  editor  has  needs  that 
you,  or  even  a  trained  psychologist,  will 
never  fully  compre¬ 
hend.  Teresa  Mears,  an 
!  no  two  assistant  sysop  (system 

.  operator)  on  the  Com- 
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removed  the  word 

id  ...  W6il  “tra.sh”  in  a  story  and 
inserted  “discarded  hu- 
I  S3id.  flotsam.”  Another 

writer  had  an  editor 
change  his  byline  by 
removing  his  middle  initial,  saying  nobody 
needed  a  byline  of  anything  more  than  a 
first  and  last  name. 

Don't  become  angry  about  these  kinds 
of  things.  They  are  deep-seated,  undoubt¬ 
edly  related  to  your  editor’s  potty  training. 
It  is  much  easier  to  change  your  name 
than  to  fight.  As  a  free-lancer.  I’ve  worked 
with  hundreds  of  editors.  One  day,  an  edi¬ 
tor  will  demand  I  never  begin  a  sentence 
with  “But”;  the  next  day,  another  editor 
will  add  conjunctions  to  the  start  of  half 
my  sentences.  One  editor  will  lecture  me 
that  “anecdotal  leads”  are  passe;  another 
editor  will  shoot  me  back  a  piece  saying  to 
add  an  anecdote  to  the  top. 

Each  of  these  editors  believes  his  or  her 
personal  rule  about  writing  came  down 
from  Mount  Sinai  carved  on  a  tablet.  It  is  a 
very  unwise  reporter  who  says,  “There 
really  isn’t  one  best  kind  of  lead.  It  all 
depends  on  the  story.”  A  galley  slave  might 
as  well  lecture  his  master  on  the  proper 
way  to  row.  Save  your  energy  for  stuff  that 
matters  and  give  them  what  they  want. 

I  had  one  editor,  for  instance,  who  was  a 
.stickler  for  attribution.  In  a  story  where  I 
once  wrote,  “It  was  a  warm,  summer  day,” 


the  editor  insisted  on  knowing  where  that 
information  came  from.  1  just  added, 
“according  to  experts,”  and  she  was  content. 

You  must  be  delicate  in  handling  editors 
who  really  respect  writers.  These  editors 
are  so  respectful  they  are  afraid  to  change  a 
word  in  yourstor>'  without  permission.  I’ve 
had  editors  call  me  at  home  late  at  night  to 
debate  the  proper  placement  of  a  comma  in 
my  story.  I  always  want  to  say,  “It  doesn’t 
matter.  I’m  trying  to  get  drunk  here.” 

I  have  to  resist  the  temptation  to  tell 
these  editors  where  they  should  stick  the 
comma,  though.  For  one  thing,  1  under¬ 
stand  these  editors  need  affirmation,  and  1 
am  probably  some  kind  of  symbolic  rep¬ 
resentation  of  their  mother.  And  these  con¬ 
versations  —  usually  a  monolog  by  the 
editor  who’s  tortured  over  whether  to  use 
“that”  or  “which”  —  are  preferable  to  the 
editor  who  converts  every  article  to  his 
own  prose  style.  The  important  thing  is  to 
have  a  phone  with  a  mute  button  and  ran¬ 
domly  pop  back  in  the  conversation  to  say, 
“Hmm,”  in  an  impressed  tone. 

Editors  will  often  want  to  give  you 
ideas  or  suggestions  for  how  to  approach  a 
story.  The  ideas  can  usually  be  ignored  as 
long  as  you  praise  the  editor’s  suggestion 
effusively.  An  editor  of  a  trade  magazine 
once  told  me  to  spend  every  night  for  a 
week  in  a  bar  near  Campbell  Soup’s  head¬ 
quarters  because  I  was  writing  a  profile  of 
the  company.  “Chum  around  with  people, 
listen  in  on  conversations,”  he  said.  “You 
don’t  know  what  you’ll  pick  up.” 

It  was  actually  a  great  idea,  and  I  told 
him  so.  “I’m  on  it,  chief  was  the  phrase  I 
used.  Then  I  went  home,  interviewed  one 
Campbell’s  executive  on  the  phone,  and 
wrote  the  story  up.  The  editor  was  paying 
me  $200  for  a  5(X)-word  quickie,  which 
wasn’t  enough  for  me  to  go  over  the  river 
from  Philly  into  Camden  at  night  (that 
would  have  required  combat  pay). 

I  waited  two  weeks  to  turn  the  .story  in. 
The  editor  said,  “This  is  a  good  piece.  Did 
hanging  out  at  the  bar  help?” 

1  replied,  “How  do  you  think  1  got  that 
scoop,  chief?"  He  was  so  pleased,  he  took 
me  out  to  lunch. 


Mullich  (joeniullich@aol.com)  /'.v  a 
Glendale,  Calif. -based  humorist  and  tech¬ 
nology  writer. 
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It's  About  Time 

Introducing  from  HireSystems  —  designed  to  give 

newspapers  a  profitable  value-add,  and  employment  advertisers 
cutting-edge  tools  to  manage  recruiting  and  hiring. 

AdWorks  delivers  candidates'  resumes  right  to  your  employment 
advertiser's  desktop,  boosting  the  power  of  your  employment 
section.  We  provide  state-of-the-art  resume  collection  and 
scanning,  secure  database  hosting  and  the  highest  quality 
search  capabilities  —  all  private-labeled  as  yours,  in  your  market 

At  HireSystems,  we  understand  your  need  for  new  revenue 
streams,  competitive  selling  tools,  and  newspaper-branded 
advertising  solutions.  We  also  understand  your  employment 
advertiser's  need  to  speed  up  the  hiring  process. 

It's  about  time  we  met.  Call  us  about  an  AdWorks  partnership 
in  your  market. 

888-747-4473  or  www.hiresystems.com 


Are  you  In  control 
of  your  TV  book? 

Save  time  and  grow  revenue  with  the  all-new  PMC. 


Now  a  subsidiary  of 
New  Media  Ventures  Inc., 
PMC  has  become  more  than 
just  a  TV  book  company. 
Our  full  staff  of  experienced 
newspaper  people  can  help 
you  in  ways  you  never 
thought  possible.  We  can 
assist  with  Web  site 
advertising,  audiotext 
sales,  sales  training  and 
management,  locating 
revenues,  and  much  more  - 
not  to  mention  producing 
your  TV  book.  In  fact, 

PMC  has  helped  many  of  our 
customers  successfully  cover 
the  cost  of  their  TV  books 
and  our  services. 


j  PMC  OFFERS  THREE  DISTINCT 
LEVELS  OF  TV  BOOK  SERVICE: 

*  O  Full-service  SALES 
i  AND  print:  PMC  provides 
!  everything.  The  book  comes 
j  to  you  printed  and  ready  for 
I  insertion  -  and  we  help  you 
fill  it  with  ads. 

►  O  Sales  AND  Production: 
PMC  helps  generate  and 
place  all  advertising,  designs 
i  the  book,  and  provides 
I  you  with  completed  pages 
j  each  week  so  you  can 
I  print  it  yourself. 

^  O  Sales  only:  For  those 
I  who  design  and  publish  their 
i  own  books,  PMC  assists  you 


in  developing  a  strategy  to 
overcome  problems  reaching 
your  sales  goals.  Smaller 
newspapers  can  also  join  our 
Smart  TV  program  which 
offers  this  ironclad 
guarantee:  “Your  advertising 
sales  will  cover  the  cost  of 
all  PMC  consulting  and 
sales  fees.” 

PMC  can  help  bring  in 
national  revenues,  as  well, 
with  ads  from  cable 
channels,  syndicators, 
networiu,  and  other  sources. 
We  can  even  ensure  that  your 
sales  strategies  are  in  line 
with  the  demographics  of 
your  market  through  state- 


of-the-art  analysis.  PMC  also 
offers  outstanding  reader- 
friendly  design,  on-time 
delivery,  and  highly 
competitive  printing  prices. 

PMC  works  with  more 
than  135  newspapers 
representing  16-million 
households  across  the 
country.  Start  saving  by 
putting  our  experience  to 
work  for  you.  Call  (713) 
780-7055  today. 
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Print  MaiIcBting 

Concepts 
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